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PAUL W. REIDL

IN THE UNITED STATES PATENT AND TRADEMARK OFFICE
BEFORE THE TRADEMARK TRIAL AND APPEAL BOARD

FRANCISCAN VINEYARDS, INC.,

Opposet,
Opposition No. 91185984
v. Mark: PINNACLE

Serial No.: 78/166,136

WHITE ROCK DISTILLERIES, INC.,

Applicant.

WHITE ROCK DISTILLERIES, INC.,

Opposer, Opposition No. 91191056
Mark: PINNACLES RANCHES
V. Serial No.: 77/598,674

FRANCISCAN VINEYARDS, INC.,

Applicant.

WHITE ROCK DISTILLERIES, INC.’S NOTICE OF TAKING
TESTIMONY OF PAUL W, REIDL PURSUANT TO 37 C.F.R. §2.123

PLEASE TAKE NOTICE that pursuant to 37 C.F.R. § 2.123, White Rock Distilleries,
Inc. (“White Rock”) by its attorneys, will take the deposition upon oral examination, as recorded
by stenographic means, of Paul W, Reidl, 3300 Wycliffe Drive, Modesto, CA 95355 at the
offices of Greenberg Traurig, LLP, 200 Park Avenue, New York, NY 10166, beginning on
January 26, 2011, at 10:00 a.m. as mutually agreed by the parties in writing. The oral
examination will continue from day to day (excluding Saturdays, Sundays, and holidays) until

completed before a Notary Public or other officer authorized by law to administer oaths.
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You are invited to attend and cross-examine.

Respectfully submitted,

/ 4
Dated: January 5, 2011 By: 2/ [ ST

Daniel 1. Schloss

Alan N. Sutin

Masahiro Noda

GREENBERG TRAURIG, LLP
200 Park Avenue

New York, New York 10166
(212) 801-9200

Attorneys for White Rock Distilleries, Inc.

CERTIFICATE OF SERVICE
Date: January 5, 2011

The undersigned hereby certifies that a true and correct copy of the foregoing Notice of
Taking Testimony of Paul W. Reidl has been served by personal delivery upon Franciscan
Vincya’}ds, Inc.’s counsel of record.

ey

Daniel I. Schloss
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IN THE UNITED STATES PATENT AND TRADEMARXK OFFICE
BEFORE THE TRADEMARK TRIAL AND APPEAL BOARD

] st e s X :
White Rock Distillerles, Inic. Opposition No. 91191056
Opposer Mark: PINNACLES RANCHES
v. Serlal No.: 77/598674

Franciscan Vineyauds, Inc.
Applicant
........... SEUVII N ———  {

STIPULATED MOTION TO EXTEND AND RESET TRIAL DATES
AND MOTION REQUESTING BOARD APPROVAL OF STIPULATIONS
GOVERNING TESTIMONY DEPOSITIONS

White f{pck Distillexies, Ine.’s (“White Rock™) 30-day Trial Period is currently sot to
end on Janvary 1, 2011, In accurdanc;a with discussion the patties had during a telephone
confetence with TTAB Interlovutory Attorney Michael Adlin on November ﬂ, 2010, the paﬁies
have now agreed upon a schedule f01: the captioned procecding as well as Opposition No.
91185984 between the parties hereto. 'The new schedule would penﬁit the parties to take
testimony depositions of ceitain witnesses, with such witnesses’ testimony to be used in both
opposltion proceedings in ati effort to obviate the nsed for multiple testimony depositions of the |
same witnesses in California to elicit some of the same facts mpeatediy. The parties reserve the
right to take rebuital testimony wherover necessary during their respective rebutial periods, The
parties heroby move that Trial dates be extended and reset as follows: '

White Rock’s testimony period to apen Jan. 3, 2011

White Rock’s testimony period to close ' Feb, 2, 2011
Franciscan’s teslimony period o open Feb, 3, 2011
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Tranciscarn’s Pretrial Disclosures due Peb, 17,2011
Franciscan’s testimony period to close March 4, 2011
White Rock’s Rebuttal Disclosures due Match 19, 2011

White Rock’s 15-Day Rebuttal Period to open April 3, 2011
‘White Rock’s 15-Day Rebuttal Poriod to close April 18, 2011

The partles further move the Board fo approve the following stipulations concerning the
testimony depositions of certain witncsses:

1, That White Rock’s testimony deposition of Paul Reidl, shall be taken in New York City
on Januaty 26, 2011, Mr, Reid!’s testimony deposition shall be taken for purposes of both the
instant proceeding and Opposition No, 91185984, Mr. Reidl’s single testimony deposition
transcript may be offered into evidence by White Rock in both the instant procecding and
Opposition No, 91185984, Franciscan resorves the right to challenge Mr. Reidl's expert
qualifications and to otherwise object to Mr. Reidl’s testimony.

2. That the testimony deposition of third-party witness Riccavdo Mora shall be taken by
each of White Rock and Franciscan in San Francisco on January 5, 2011 upon nofice by
subpoena issued by the Unifed States District Cowt for the Northern District of California.
Relevant portions of Mi. Mota’s single testimony deposition transcript may be offered info
evidence by each party in both the instant proceeding aid Opposition No, 91185984, during the
respective and relevant testimony and rebuttal periods for each case, with each patty reserving
the right to object to testimony on the basis of relevancy or materiality, or to object to leading
questions, with each of the foregoing types of objections to be made by separate document
within 30 days of submission of the portion of the transcripts submitted with each case.

3 That testimony deposition of thivd-party witness Chyistine Lilienthal shall be taken by
cach of Franclscan ahd White Rock in San Francisco on January 4, 2011 upon notice by
subpoena issued by the United States District Court for the Northern District of Catifotiia.
Relevant portions of Ms, Lilienthal’s single testimony deposition may be may be offered into
evidence by each patty in both the instant proceeding and Opposition No, 91185984, during the
respective and relevant testimony and rebuttal periods for each case, with each parly reserving
the right to object to teslimony on the basis of relevancy or materiality, ox to object to lcading
questions, with each of the foregoing types of objections to be made by separate document
within 30 days of subrnission of the portion of the transeripts submiited with each case.

4, That Franciscan’s testimony depositions of Oren Lewin and Scotlt Black in Opposition
Number 91185984 may be offored into evidence by Franciscan in the instant proceeding, during
the respective and relevant testimony periods for each case, White Rock reserves the right to
object to testimony on the basis of relevaney or materiality, or to object fo leading questions,
with each of the foregoing types of ohjections to be made by separate document within 30 days
of submission of the portion of the transeripts submitted with cach case, :
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5 The parties agree to use reasonable efforts to submit/ designate only those portions of the
testimony deposition transoripts in each case that are relevant to the issues in that case.

75 AND AGREED TO

l g _./'
: u
) P
S/ 7 /(
/u" A

Daniel I, Sohloss

Greenberpg Traurig, LLP

Attorneys for White Rock Distilleries, Inc,
200 Park Avenue, 34" Floor

New York, N.Y. 10166
schlossd@gtlaw.com
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CERTIFICATE OF SERVICE

T hereby certify that a true and correct copy of STIPULATED MOTION TO EXTEND
AND RESET TRIAL DATES AND MOTION REQUESTING BOARD APPROVAL OF
STIPULATIONS GOVERNING TESTIMONY DEPOSITIONS, in:

Franciscan Vineyards, Inc. v.White Rock Distilleries, Inc., Opposition No. 91185984
AND

White Rock Distilleries, Inc., Opposition No, 91191056

was forwarded by first class postage prepaid mail by depositing the same with the U.S.

Postal Service on this 29th day of November, 2010, to the Attorney for White Rock Distilleries
at the following address:

Daniel 1. Schloss
Greenberg Traurig, LLP
200 Park Avenue, 34th Floor

New York, N

y{ Rannells
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IN THE UNITED STATES PATENT AND TRADEMARK OFFICE
BEFORE THE TRADEMARK TRIAL AND APPEAL BOARD

White Rock Distillerles, hic. ® Opposition No. 9i 191056
Opposer Mark: PINNACLES RANCHES
v, Serial No.: 77/598674
Franciscan Vineyards, Inc.
Applicarit
SNV BN — X

STIPULATED MOT-ION TO EXTEﬁD AI‘IID RESET TRIAL DATES
AND MOTION REQUESTING BOARD APPROVAL OF STIPULATIONS
GOVERNING TESTIMONY DEPOSITIONS

White I.ipck Disttilleries, Ine.’s (“White Rock™) 30-day Tial Period is currently sct to
end on January 1, 2011. In accordancé with discussion the patties had during a felephone
conference with TTAB Interlocutoty Atiorney Michael Adlin on November 3, 2010, the paﬁies
have now agreed upon a schedule fm: thé captioned proceeding as well as Opposition No.
91185984 between the parties hereto, The new schedule would perxﬁit the patties to take
testimony depasitions of ceitain witnesses, with such witnesses' testimony to be used in both
opposltion prooeedings in an effort to obviate the need for multiple testimony depositions of the |
same witnesses in California to elicit some of the same facls 1'epeatediy. The partles reserve the
right to take rebuital testimony wherover necessary during their respective rebutial periods. The
parties heroby move that Trlal dates be extended and reset as follows: |

White Rock’s testimony period to open Jan. 3, 2011

White Rock’s testimony period to close Feb, 2, 2011
Franciscan’s teslimony period to open Feb, 3,2011
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Franciscan’s Pretrial Disclosures due Peb. 17,2011
Franciscan’s testimony period to close March 4, 2011
White Rock’s Rebuttal Disclosures due March 19, 2011

White Rock’s 15-Day Rebuttal Periad to open Aprit 3,2011
‘White Rock’s 15-Day Rebuttal Period to close April 18, 2011

The parties further move the Board to appreve the following stipulations concerning the
testimony depositions of certain witncsses:

1, That White Rock’s testimony deposition of Paul Reidl, shall be iaken it New York City
on January 26, 2011, Mz, Reidl’s testimony deposition shall be taken for purposes of both the
instant proceeding and Opposition No, 91185984, Mr. Reidl's single testimony deposition
transcript may be offered into evidence by White Rock in both the instant proceeding and
Opposition No. 91185984, Franciscan reserves the right to challenge Mr, Reidl's expett
qualifications and to otherwise object to Mr, Reid!'s testimony.

2. That the testimony deposition of third-party withess Ricoardo Mora shall be taken by
each of White Rock and Fragnciscan in San Francisto on January 5, 2011 upon notice by
subpoena issued by the United States District Count for the Northern Distriet of California,
Relevant portions of Mr. Mora’s single testimony deposition franseript may be offered into
evidence by each party in both the instant proceeding and Opposition No. 91185984, during the
respective and relevant testimony and rebuttal periods for each case, with each patty reserving
the right to abject to testimony on the basis of relevancy or materiality, ot to object to leading
questions, with each of the foregoihg types of objections to be made by separate docutnent
within 30 days of submission of the portion of the transcripts submitted with each case,

3. That testimony deposition of third-party wilness Christine Lilienthal shall be taken by
each of Franclscan ahd White Rock in San Francisco on January 4, 2011 upon notice by
subpoeha issued by the Unlted States Distiict Court for the Narthern District of Califoria.
Relevant portions of Ms, Lilienthal’s single testimony deposition may be may be offered into
evidence by each patty in both the instant proceeding and Opposition No. 91185984, during the
respective and relevant testimony and rebuttal periods for each case, with each party reserving
the right to object to testimony on the basis of relevancy or materiality, ox to object to leading
questions, with each of the foregoing types of objections to be made by separate document
within 30 days of submission of the portion of the transeripts submiited with cach case.

4, That Francscan’s testimony depositions of Oren Lewin and Scott Black in Opposition
Number 81185984 may be offered into evidence by Franciscan in the instant proceeding, duging
the respective and relevant testimony periods for each case, White Rock reserves the right to
object to testimony on the basis of relevancy or materiality, or to object to leading questions,
with each of the foregoing types of objections to be made by separate document within 30 days
of submission of the portion of the transeripts submitted with each case,
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5. The parties agree to use reasonable efforts to submit/ designate only those portions of the
testimony deposition transoripts in each case that eve relevant 1o the issues in that case,

HERE JIPULA; AND AGREED TO

1 * !'{ "/1
| J/ V4
U /s K

/ ' " ' ;

Daniel . Schioss

Greenberg Traurig, LLP

Attorneys for White Rock Distilleries, Inc.
200 Patk Avenue, 34 Floor

New York, N.Y. 10166
schilossd@gtlaw.com
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CERTIFICATE OF SERVICE

I hereby certify that a true and correct copy of STIPULATED MOTION TO EXTEND
AND RESET TRIAL DATES AND MOTION REQUESTING BOARD APPROVAL OF
STIPULATIONS GOVERNING TESTIMONY DEPOSITION$, in:

Franciscan Vineyards, nc. v.White Rock Distilleries, Inc., épposiﬁon No. 91185984

AND '

White Rock Distilleries, Inc., Opposition No, 91191056

was forwarded by first class postage prepaid mail by depositing the same with the U.S.
Postal Service on this 29th day of November, 2010, to the Attorney for White Rocle Distillevies
at the following address:

Daniel I. Schloss
Greenberg Traurig, LLP
200 Park Avenue, 34th Floor

New York, N

1% i{ainlclis
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IN THE UNITED STATES PATENT AND TRADEMARK OFFICE
BEFORE THE TRADEMARK TRIAL AND APPEAL BOARD

IN THE MATTER OF APPLICATION

Mark: PINNACLE
Applicant: White Rock Distilleries, Inc.
Serial No.: 78/166,136

Published in
the Official Gazette: July 22, 2008

FRANCISCAN VINEYARDS, INC,,
Opposer,
V. Opposition No. 91185984
WHITE ROCK DISTILLERIES, INC.,

Applicant.

et N St M e’ Nt St e S St

RULE 26 DISCLOSURE STATEMENT AND
PECLARATION OF PAUL W, REIDL,

I, Paul W. Reidl, declare as foliows:

INTRODUCTION

1. My name is Paul W. Reidl. T am the principal attorney in the Law Office of Paul
W. Reidl, located at 3300 Wycliffe Drive, Modesto, California, 95355, My professional
experience is further summarized in paragraphs 33 — 43 of this Declaration.

2, I have been retained in this case by counsel for the Applicant, White Rock
Distilleries, Inc, (“White Rock™), as a witness on issues relating to Opposer’s use of a
PINNACLES trademark for wine in the United States and other alcohol beverage labeling and

marketing-related issues. Counsel for White Rock has provided me with, and I have reviewed,

-1-
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PAUL W. REIDL

the documents and discovery referenced in Exhibit A. [ have also reviewed the materials and
references in Exhibit A.

3. My opinions flow from the documents provided to me by counsel for White Rock ]
my own research, and my own knowledge and experience in the labeling, marketing and sales of
alcohol beverages in the United States.

OPINIONS

4, Domestically produced table wines are sold at retail in the United States as
branded products. Wine producers and marketers devote a substantial amount of time and care
to the selection of brands, the design of labels and packaging, and the promotion of those brands
at retail and on-line. This is particularly true for the larger wine producing and marketing
companies.

5. Opposer, Franciscan Vineyards, Inc., was acquired in 1999 by Canandaigua
Brands, Inc. in New York. Canandaigua has since changed its name to Constellation Brands.
Constellation is multi-billion dollar company that is the largest producer and marketer of table
wines in the world. Its portfolio includes domestic table wine brands such as ROBERT
MONDAV], CLOS DU BOIS, ESTANCIA, RAVENSWOOD, FRANCISCAN ESTATES,
SIMI and WOODBRIDGE, among others.

6. In the United States, there are two traditional types of brand names for wines:
geographic terms and personal names. Both types of traditional brand names are used for the
same basic purpose, namely, to impart a sense of uniqueness to the wine in the bottle.

a. Developing this sense of uniqueness provides a platform for wine
marketers to differentiate their wines from those of competitors. Differentiation is important

because there are thousands of wine brands sold at retail in the United States. While there are no

2
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PAUL W. REIDL

precise figures readily available, there are over 6,000 wineries in the United States alone, and a
search of the TESS database for wines in Class 33 yields over 23,000 records. Few categories of
consumer products present so many options to consumers on 2 daily basis.

b. Differentiation is also important because it helps the wine brand break
into consumer consciousness at the point of purchase. This is particularly necessary in the retail
context where the consumer can face hundreds of different brands on the retail shelf in what has
become known as the “Wall of Wine.” Tt is important to the success of a wine that the
packaging, brand name, logo and story be sufficiently impactful to get the consumer’s attention
at the point of purchase., In general, the objective is to get the consumer either to recognize the
brand (from some previous stimulus such as an advertisement, article, prior purchase, or
recommendation) or to be interested in it on impulse, and to have the consumer select the bottle
and put it into their shopping cart.

7. Geographic brand names are a “New World” adaptation of the European
geographic indication system. For centuries, the most prominent feature on the label of
European wines was the name of the geographic area in which the grapes were grown and the
wine was made. This system has various names in various countries, such as Appellation
d'origine Contrdlée (France), the Indicazione Geografica Tipica (Italy) and Denominazione di
Origine Controllata (Italy). The administrative bodies for these regions establish rules and
regulations for grape growing and wine making, with one intended result being that the wines
from the region should have many of the same flavor characteristics. The geographic indication
system also functions as a symbol of quality and trust. The premise of the geographic indication
system is the belief that the “terroir”, i.e., the climate, soil and topography of the growing area,

plays a dominant role in determining the flavor characteristics of the wine.

-3-
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8. The wine industry and culture in the United States is relatively new compared to
the European tradition.' It did not get started in earnest until the end of Prohibition in December
1933; the premium table wine business did not begin to develop until the 1970°s. As the wine
industry in the United States was in its infancy, wine marketers and wine makers understood the
importance of “terroir” but did not have the European tradition of designated growing areas or
the regulatory regime to lend legitimacy to the geographic area, Thus, they developed their own
labeling nomenclature that featured the names of the wine makers (e.g., ROBERT MONDAVI,
GALLO, PAUL MASSON, CARLO ROSSI, TAYLOR}) or a geographic term (e.g.
CALIFORNIA CELLARS, TAYLLOR NEW YORK CELLARS, CORBETT CANYON, NAPA
RIDGE).

9. The use of geographic and personal names in the wine business allowed vintners
to create their own “story” about the quality of their wines. [n the case of brand names featuring
winemakers, the wine marketer could use the brand name as a springboard for a discussion of the
winemaker’s passion, experience, care, and quality. (For example, the famous PAUL MASSON
tag wine “we will sell no wine before its time” was credible because there was an individual
named “Paul Masson” making that promise.) Similarly, the use of geographic terms gave wine
marketers the opportunity to talk about the “terroir” even though the geographic area was not a
formally designated geographic indication and supported with the quality assurance criteria of
the European regulatory regime. Using a geographic brand name offered consumers a sense of a

place of origin for the wine.

: Hence, wines originating in Europe are sometimes referred to as “Old World Wines” and

wines originating in the United States (and other countries) are sometimes referred to as *“New
World Wines.”

-
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10.  Both wine labeling conventions continue to be used widely in the United States
even though there is now an established a geographic indication system {(called “American
Viticultural Areas.”) Non-traditional, fanciful names and symbols have also been used in recent
years (e.g. YELLOWTAIL) but even here there may be some grounding in terroir. (The
YELLOWTAIL wine package features the design of a yellow kangaroo which tells the consumer
that the wine originates in Australia). In any case, the brand name serves as a starting point for
the “story” about the brand which is, in turn, the focal point of the marketing efforts for it. The
“story” is particularly important because it helps to differentiate the wine from those of
competitors and, in the case of larger producers like Constellation, from the multiple brands in
the producer’s portfolio. The “story” positions the brand and tells consumers why they shouid be
interested in buying it.

11, Focusing on terroir in wine labeling and marketing is an inherent characteristic of
the business because wine is an agricuitural product made from fermented grapes. The wine
tradition and culture — whether in the Old World or the New World -- is of vineyards, soil,
geography, seasons and climate. The winemaker can only work with the grapes that the terroir
provides. For this reason, for all types of table wine brands (geographic, personal names,
fanciful) most winery web sites and labels talk about the land and the climate in which the grapes
were grown.”

12.  The emphasis on terroir is also carried forward into wine labels. The terms
“Vineyards™ and “Ranches” are commonly added to the place name or the personal name to
further ground the wine in a specific geographic location. In short, wine marketing has over the

years conditioned consumers to associate brands with a geographic place, a person, or both. This

: One exception to this might be value priced, semi-generic wines that are sold in larger

containers, e.g., 1.5, 3 or 5 liters.
-3-
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is important to establishing the legitimacy of the brand and differentiating it from the
competition and the other brands within the vintner’s portfolio.

13. The PINNACLES brand was developed by Paul Masson winery in the early
1970°s, It was the name given to a vineyard that the winery planted in the Salinas Valley on the
Central Coast of California. The vineyard was located at the western foot of the mountainous
area known as Pinnacles National Monument. This is a sprawling area of unique rock
formations that is known as the habitat of the endangered condor. The park is known at least
regionally and is visited by approximately 200,000 people annually. Paul Masson and its
PINNACLES trademark were purchased by Vintners International in or about 1988, by
Franciscan winery in or about 1991, and acquired by Constellation Brands in the late 1990°s
when it acquired Franciscan.

14.  PINNACLES is an example of a traditional geographic brand name. The term
corresponded to a geographic feature that is adjacent to the vineyards from which the wine
would have been made, and its use would have given the wine a sense of place of origin. The
geographic nature of the term is reinforced by the use of the plural form (which reflects the name
of the National Monument) and not the singular form (which in common parlance would connote
the top or best of something.) The term “Pinnacles” would make little sense as a brand name for
a table wine absent the “story” of the geographic location of the vineyards.

I5. In the United States, the labels for wines containing over 7% alcohol must be
approved by the United States Alcohol and Tobacco Tax and Trade Bureau (“TTB”) (formerly
the United States Bureau of Alcohol, Tobacco and Firearms) in the United States Departiment of
i

I

-6
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the Treasury.” The approval document is called a “Certificate of Label Approval” (“COLA™).
The COLA records are maintained by TTB. There is an on-line searchable database for COLAs
that goes back to 1980. The database contains a field for the “Brand Name” (which corresponds
to the principal trademark on the label) and a field for the “Fanciful Name” (which corresponds
to secondary designations on the label such vineyard designations.) The data for these fields is
supplied by the applicant on the COLA form (boxes five and six). A wine label is required by
law to have a Brand Name; it is not required to have a Fanciful Name, The database contains
extracts for COLAs issued from 1980 — 1998, and extracts and copies of the actual COLAs
(which include an image of the label) from approximately 1999 forward.
16.  Isearched the TTB COLA database for both Brand Names and Fanciful Names
containing the term “Pinnacles” from 1980 forward. I observed the following:
a. I did not find any COLA for any label bearing the Brand Name
PINNACLES from 1980 — 1990 and March 1992 - present. The only COLAs bearing the Brand
Name PINNACLES were five COLAs issued from January 1991 — March 1992,
b. From September 15, 1992 — October 15, 1992, there were four COLAs
issued for a PINNACLES VINEY ARD Brand Name. There were no other COLAs for a
PINNACLES VINEYARD Brand Name during the 1980 — present period.
c. There were no COLAS containing the term “Pinnacles” as either a Brand
Name or a Fanciful Name for the four year period from October 15, 1992 — June 4, 1996,
d. Between June 4, 1996 —~ May 23, 2002 there were twenty seven (27)

COLAs for an ESTANCIA PINNACLES Brand Name. The labels for these wines contain the

’ The TTB was created by the Homeland Security Act, which moved the explosives,

firearms and criminal enforcement functions of ATF into the Departiment of Justice and which
left the tax and trade regulation functions of ATF in the Treasury Department,

7-
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composite mark ESTANCIA PINNACLES where the term “Pinnacles” is approximately 25%
of the size ofthe term “Estancia.”

e. There were no COLAs containing the term “Pinnacles™ as either 2 Brand
Name or a Fanciful Name for the two year period between May 23, 2002 — May 13, 2004.

f From May 13, 2004 — November 3, 2009, there were thirteen (13) COLAs
for labels where ESTANCIA was the Brand Name and PINNACLES RANCHES or
PINNACLES VINEYARD was the Fanciful Name. The terms “Pinnacles Ranches” and
“Pinnacles Vineyard” are about 25% of the size of the term ESTANCIA and appear at the
bottom of the label below ESTANCIA, the geographic indication, the vintage date and the wine
varietal type. The terms are clearly being used as geographic terms to identify the particular
vineyard or ranch where the grapes used to make the wine were grown.

. There were two COLAs issued on August 4, 2005 for a wine with
ESTANCIA as the Brand Name and PINNACLES as the Fanciful Name. The term Pinnacles
appears below the term ESTANCIA but not in composite form and is about 25% of the size of
the term ESTANCIA. Both COLAs were for a 2004 Chardonnay.

17.  The COLA history reflects that Paul Masson was not making any lawful use ofa
PINNACLES trademark on wine at the time it was acquired by Vintners International in 1988,
and Vintners International was not making any lawful use of a PINNACLES trademark on wine
i

i

4 Two of the COLAs listed “Estancia” as the Brand Name and “Pinnacles” as the Fanciful

Name but the labels are essentially the same as the other 25 labels.

-8-
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at the time that the trademark registration was acquired by Franciscan in 1991.% It appears that
Franciscan resumed use of a PINNACLES brand name for one vintage release and then changed
the brand name to PINNACLES VINEYARD for the next vintage release. Franciscan then
dropped that concept and resurrected “Pinnacles” four years later as part of the composite Brand
Name, ESTANCIA PINNACLES. Since March 1992, there have been no COLAs issued for a
PINNACILES Brand Name -- a period of almost eighteen (18) years. Since 1996 --or fora
period of fourteen (14) years -- all uses of the term “Pinnacles™ have been in conjunction with
the primary Brand Name ESTANCIA, either as part of the ESTANCIA PINNACLES composite
Brand Name (until 2005} or as the vineyard designations for the ESTANCIA Brand Name,
PINNACLES VINEYARD (until 2005) or as PINNACLES RANCHES (the present day label
use).

18.  1also did a COLA search for ESTANCIA. The search disclosed approximately
five (5) times as many COLAs for ESTANCIA as for those containing the term “Pinnacles.”

19.  The COLA label history discloses that since 1996 — or for a period of fourteen
(14) years -- the marketing emphasis for wines whose labels contain the term “Pinnacles” has
been on the brand name ESTANCIA.® To the extent that “Pinnacles” has been used, it has been
used only in connection with ESTANCIA wine, only on a portion of wine bearing the

ESTANCIA label, only in composite form, and since 2004 only in a geographic sense.

’ In the Alcoholic Beverage Labeling Act of 1988, Congress required all domestic alcohol
beverage labels to contain a mandatory health warning by November 18, 1989. This required
producers to obtain new COLAs for their products that contained labels with the mandatory
health warning. It is therefore a certainty that a label containing PINNACLES was not legally
used between November 18, 1989 and around January 1991.

8 According to the ESTANCIA web site, “Estancia”™ means “estate” in Spanish.

9.
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20.  This conclusion is confirmed by the web site for ESTANCIA brand,
www estanciaestates.com. The web site discusses the ESTANCIA brand, and uses the term
“Pinnacles” only in a geographic sense: (a) as the name of a vineyard, “Pinnacles Vineyard”, and
(b) as a collective term, “Pinnacles Ranches”, to refer to Franciscan’s vineyard holdings in the
Salinas Valley of California. The map on the web site illustrates that these vineyards and
ranches are in the vicinity of the Pinnacles National Monument, which is referred to as “The
Pinnacles.” The “Pinnacles Vineyard” appears to be located on the site of the old Paul Masson
vineyard of the same name. There is no mention of a PINNACLES brand and no mention of an
ESTANCIA PINNACLES brand. The ESTANCIA product line contains twelve (12) separate
wine products but the “Pinnacles Ranches” vineyard designation appears to be used only in
connection with three: Pinot Noir, Sauvignon Blanc, and Chardonnay,

21. Franciscan’s marketing emphasis on the ESTANCIA brand is confirmed by the
absence of the usual types of documents that would exist if “Pinnacles” was being used as a
brand name. These include brand plans, COLAs, marketing programs, consumer research, trade
materials, labels, a web site, and the like. My understanding is that these were requested in
discovery but no such documents were produced. It is also confirmed by the absence of any
reterence to a PINNACLES brand in Constellation’s 10-K Report or on its web site.

22. I have reviewed the marketing materials produced by Franciscan during
discovery. They are all for the ESTANCIA brand. Most of them are trade materials that would
not be seen by consumers, and to the extent that they are consumer materials (such as labels and

neck hangers), the use of the term “Pinnacles” is consistent with that described above.”

7 None of the marketing materials appear to reflect marketing programs for “on premise”,

i.e. restaurant and bar, sales.
-10-
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23. 1 understand that Franciscan claims it is using “Pinnacles” as a trademark on the
capsules for its ESTANCIA wines.

a. A capsule is the foil covering on the top of the bottle. Its purpose is functional: to
cover the cork and the space between the fill line and the bottom of the cork. Capsules are
typically made of a PVC or foil material.

h. None of the packages depicted on the ESTANCIA web site use bottles with term
“Pinnacles” on the capsule. The capsules depicted on the web site had a solid color and did not
contain any printed material.®

c. I found five types of ESTANCIA wine at the Raley’s supermarket in Modesto,
California, located at the corner of Floyd Avenue and Roselle Avenue: Cabernet Sauvignon,
Chardonnay, Pinot Noir, Sauvignon Blanc and Zinfandel. Only two had any wording on the
capsules: (a) a 2008 ESTANCIA Chardonnay had “Pinnacles” printed at the botiom of a blue
capsule, and (b) 2 2008 ESTANCIA Pinot Noir had “Pinnacles” printed at the bottom of a red
capsule.9

d. On both the Chardonnay and the Pinot Noir, the term “Pinnacles” appeared ina
faint gold color. The type was very small. The term “Pinnacles” could not be read while
standing at a normal distance from the shelf. The term “Pinnacles” on the capsule created no

shelf or consumer impression whatsoever. The primary brand name was unequivocally

ESTANCIA.

§ [ also looked at the Franciscan web site. This site is for the FRANCISCAN ESTATES

brand only and does not discuss the ESTANCIA brand.

’ The Chardonnay and the Pinot Noir were located in separate areas of the wine section.

The Chardonnay was shelved with other Chardonnays. It had three facings and was located on
the second shelf from the bottom at roughly knee level. It was priced at $§12.99. The Pinot Noir
with shelved with the other Pinot Noirs. It had 2 single facing and was on the third shelf from
the bottom. It was priced at $16.99.

-11-
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e. The Chardonnay bottles contained a neck hanger offering $1.00 off on “chips and
dip™.'® The neck hanger was branded with ESTANCIA. There was no mention of “Pinnacles.”
A copy of the front and back of the neck hanger is attached as Exhibit B to this Declaration.

24.  The placing of branding on capsules is uncommon. When it is done, the capsules
reinforce and reflect the primary branding, logo, or message on the label. In this case, that
should have been ESTANCIA.

a. I know of no situation where any winery has put a brand name on the capsule, in
mouse-type or otherwise, that is different from the primary brand(s) on the label and I know of
no brand that has ever attempted to distinguish itself on the “Wall of Wine™” by placing a brand
name solely on a capsule. (In fact, this probably would not be lawful under TTB labeling rules
because the brand name must be on the main label in proximity to other mandatory information.)

b. If the consumer cannot see the brand name at the point of purchase, then the
consumer cannot make purchasing decisions based on it. From a marketing standpoint, it would
make no sense to attempt to build a brand by putting it on a capsule in mouse-type where the
branding element could not be seen by the consumer at point of purchase because this does not
distinguish the bottle from those of others on the Wall of Wine. Ifa consumer knew of a
PINNACLES brand and came into the store to purchase it, the consumer would not be able to
find it because the brand name could not be seen. If Franciscan wanted to generate impulse

purchases of a PINNACLES brand, it would not have placed the brand name in a place where a

consumer would not see it and where it would not stand out on the Wall of Wine.

10 A neck hanger, or “necker”, is a point of purchase piece that hangs on the neck of the

bottle (in the vicinity of the capsule). Some neck hangers are placed on the bottle by slipping the
neck of the bottle through a hole in the top of the piece. Others are tied on.

-12-
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c. The only reason I can think of for placing the PINNACLES name on the capsule
would be to support a legal argument that the trademark was still in use. It makes no sense from
a marketing standpoint and is unlikely to sell a single additional bottle of ESTANCIA wine. In
short, consumers will be purchasing ESTANCIA wine and not PINNACLES wine.

25. I understand that Franciscan has claimed that all sales and promotional expenses
for its ESTANCIA wine also reflect sales and promotional expenses for the PINNACLES
trademark. Based on the COLA history and the ESTANCIA web site, that statement is not true.
As indicated above, at very best “Pinnacles” has only been used as a composite form mark on a
limited number of the wines in the ESTANCIA portfolio. I have not been asked to, nor have 1
undertaken, an analysis to iry to determine the exact sales and promotion history of wines
bearing these composite terms. I have seen no records of sales or promotion of a PINNACLES
wine.

26.  Based on the foregoing, it is my opinion that Franciscan is not using a “Pinnacles”
simpliciter trademark in a bona fide way, if at all. The term has not been used as a stand-alone
brand name for eighteen (18) years. Since 2004, the term has been used in various composite
forms by Franciscan as a geographic term for some types of ESTANCIA wine to give the wine a
sense of place that is tied to the proximity of the vineyards to the Pinnacles National Monument.
There is no evidence of any promotion or marketing of a PINNACLES trademark for wine, As
such, it is reasonable to expect that consumers will take away from the three labels on which the
term is used (Chardonnay, Pinot Noir, Sauvignon Blanc) the message that the brand is
ESTANCIA and the grapes are grown on the Pinnacles Ranches and vineyard which are

contiguous to and named after the Pinnacles National Monument. I have no doubt based on what
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[ have observed and on my experience that this is the message Franciscan intends to
communicate to ConsuIners.

27. I understand that the Trademark Trial and Appeal Board has held that Franciscan
has not abandoned the registered trademark PINNACLES. It is my further opinion, however,
that if the registered PINNACLES trademark has not been abandoned in a technical, legal sense,
it is nonetheless a very weak mark for the reasons discussed above. To the extent the term
“Pinnacles™ has any degree of consumer recognition at all, it is as part of a composite mark with
a traditional geographic meaning and inextricably entwined with the ESTANCIA brand of wine.

28. My understanding is that PINNACLE vodka is an imported product that has
national distribution. It has been on the market for many years and sales have been substantial.
In California it is distributed by Southern Wine and Spirits, which also distributes ESTANCIA
wine.

29, Wine and vodka are typically sold in the same stores at retail. However, they are
not merchandized side-by-side. Vodka is merchandized in a section of the store with other
vodka and spirits; wines are merchandized in the section of the store with other wines and are
typically merchandized by varietal type and/or country of origin. Thus, for example,
ESTANCIA Chardonnay would be merchandized with other Chardonnays, typically those from
California

30. 1 understand that the Senior Vice President and General Counsel of Franciscan,
who also has a similar title for Constellation, stated in a sworn Declaration filed in Federal
District Court that Franciscan “never will make any demands on [White Rock] to cease and
desist from its current use of the Pinnacle trademark,” despite having known about White Rock’s

use PINNACLE on vodka for many years. Implicit in this statement is the assumption that
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consumer confusion is unlikely; otherwise, a company with the resources of Constellation would
not have hesitated to protect its franchise and its the loyal consumers from consumer confusion.

31.  Iagree with this conclusion. Given the weakness and questionable validity of the
PINNACLES trademark, its obvious geographic connotation, and the use and promotion of it as
a composite mark with the brand name ESTANCIA, and the different way the two products are
merchandized, consumers are unlikely to look at a bottle of PEINNACLE vodka and think of
ESTANCIA wine or the Pinnacles Ranches where the grapes for that wine are grown. They are
also unlikely to wonder whether the owner of the Pinnacles Ranches near the Pinnacles National
Monument who also makes ESTANCIA wine is in the vodka business. Given the large sales
volume of PINNACLE vodka over the years there would have been ample opportunities for such
consumer confusion, yet I understand that none has occurred. [ can therefore conclude with
confidence that Franciscan’s marketing programs for ESTANCIA have been successful in
educating consumers about the geographic significance of the PINNACLES RANCHES and
their inextricable relationship to the ESTANCIA brand.

32, lunderstand that discovery has not been completed as of the date of this
Declaration and that I may be asked to supplement this Declaration once discovery is completed.

QUALIFICATIONS

33.  Ireceived a Bachelor of Arts Degree in political science and speech
communication, with a minor in theology, from George Washington University in Washington,
D.C. with highest honors, Phi Beta Kappa, in 1977. Ireceived a J.D. degree from George
Washington University, with high honors and Order of the Coif] in 1980. 1 was a member of the

George Washington University Law Review.
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34.  While I was in law school I was on the faculty of the Columbian College of Arts
and Sciences of George Washington University. Over the years I also worked as a Law
Clerk/Summer Associate at three firms in Washington, D.C.: Connor, Moore & Corber; Rose,
Schmidt, Dixon, Hasley, Whyte and Hardesty; and Crowell & Morning.

35. From 1980 through 1990, I was with the firm of Crowell & Moring in
Washington, D.C. My practice focused on business counseling and litigation in the business law
area, primarily antitrust, contracts, and natural resources faw. I worked on several iniellectual
property cases during that period.

36.  From February 1991 - January 2009 I was Associate General Counsel of E, & J.
Gallo Winery (“Gallo”) in Modesto, California. Gallo is the second largest wine producing and
marketing company in the world. 1 represented Gallo in a variety of matters, primarily litigation,
global intellectual property (patent, trademarks, copyright, and advertising} and international. [
was responsible for Gallo’s global trademark protection program.

37.  From February 2009 to the present I have been the principal attorney in the Law
Office of Paul W. Reidl. 1 provide a full range of legal and consulting services to clients in
various sectors, including the wine industry.

38.  During most of my eighteen (18) years at Gallo, I was responsible for all of the
intellectual property aspects of branding, labeling and packaging. I worked closely with the co-
founder of Gallo, the Marketing Department, and the various Business Units on brand
development and strategy. I reviewed thousands of prospective brand names, prosecuted
hundreds of trademark applications, litigated oppositions and cancellation proceedings, litigated
Federal Court cases, prosecuted UDRP actions, and participated in attended numerous

brand/packaging/program development and strategy meetings and conference calls. Among
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other things, in connection with these activities | read extensively in the wine area, frequently
visited retail outlets where wines were sold, performed numerous COLA and TESS searches, and
reviewed brand plans, consumer research, promotional materials, and the like.

39. My business requires me to stay abreast of the wine market, market trends,
marketing, and other aspects of the business. I must also stay abreast of trends in consumer
behavior and taste, the retail environment, and marketing and promotional techniques generally.

40. I have written and spoken on various issues and written numerous articles on
trademark law and other subjects. These include:

e Geographic Indication Registration Systems for Wines, AIDV Annual Meeting
(Trier, Germany, 2009);

* Market Evolution and Brand Collision, INTA Annual Meeting (2009);

¢ Contributing author to FAB JOB GUIDE TO BECOMING A WINERY OWNER (B.
Pearce, ed.}(2009);

e Trademark Dilution (University of Southern California [.P. Law Institute, 2008);

o Trade Practices and Intellectual Property, Chapter 9 in POINT OF PURCHASE
ADVERTISING (Point of Purchase Advertising Int’1)(2008.)

e Careers ix; Trademark Law, INTA Young Practitioners Forum (San Francisco,
2007);

o The Survey Blues, INTA Annual Meeting (2007);

e Geographic Indications, Trademarks, and International Issues, Guest Lecturer,
Seminar on Advanced Trademark Law, The George Washington University Dean

Dinwoodey Center for Intellectual Property Studies (2007, 2008);
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e The Trademark Dilution Revision Act 0f 2006, The George Washington
University Dean Dinwoodey Center for Intellectual Property Studies (2006);

e (lobal Trademark Programs: What You Should Know, INTA Roundtable Forum,
(Beijing, China, 2006);

e Strategic Considerations in Global Trademark Registration and Enforcement
Programs, INTA China Forum (Hangzhou, China, 2006);

e Maximizing Portfolio Value Through Licensing and Franchising, INTA China
Forum (Hangzhou, China, 2006);

o Living in the Age of the Lightning Brand, President’s Address, INTA Annual
Meeting (2006);

e In Vino Veritas: Ruminations on the Labeling of Wines, INTA Annual Meeting
(2005);

e Strategic Considerations in Cross-Border Litigation, INTA Leadership Meeting
(2003);

o Geographic Indications and Wine Trademarks, INTA Bulletin (September 2003.)

e On Treaties, 93 TRADEMARK REPORTER 99 (2003};

e Creating and Managing an International Trademark Portfolio, Intellectual
Property Law for Corporate Counsel (Northstar 2003);

o USPTO Class 33 Training Session (Arlington, VA, 2002);

¢ New Member Orientation; How to Survive the Annual Meeting, INTA Annual
Meeting (2002);

e Beer and Wine Advertising and Promotion ... Why It’s not alf “Fun and Games,”
INTA Annual Meeting (2000);
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¢ Beyond the Vineyard: Miscellanea That Will Amaze Your Friends and Confound
Your Colleagues, INTA Trademark and Paralegal Forum (San Francisco, 1999);

e (Creating and Managing a Global Trademark Portfolio, Practicing Law Institute
Understanding Basic Trademark Law Program (San Francisco, 1999 - 2009);

¢ The Use of Survey Evidence in Dilution Cases: Corporate Counsel Challenges,
INTA Dilution and Famous Marks Forum (Washington, D.C. 1998);

e Keys to an Effective Trademark Enforcement Program, 20th Annual Intellectual
Property Law Institute, State Bar of California (Monterrey, 1995);

o Co-Author (with J. MacLeod, R. McMillan), Coal Supply Contracts, Chapter 23
in ENERGY Law (Matthew Bender, 1990);

o Author (and co-author with T. Biddle) of five Chapters in Mine Safety and Health
Law, | COAL LAW AND REGULATION (Matthew Bender, 1983);

e Note, 48 G.W.U.L. REv. 791 (1980)(discussing constitutional limitations on the
assessment of license fees by federal agencies).

41.  Beginning in 1994 1 served on various committees and held various leadership
positions in the International Trademark Association, which is the global association of
trademark owners and professionals. I was the President and Chairman of the Board of that
association in 2006. During that year I travelled extensively in furtherance of the association’s
public policy objectives, including meeting with government officials in New York, Brussels,
Toronto, San Francisco, Washington, D.C., Alexandria, VA, and Beijing and Hangzhou, China.
I was a member of the Task Force that drafied the Trademark Dilution Revision Act of 2006 and
worked on securing it passage. I was also named one of the fifty (50) must infiuential people in

global intellectual property by Managing Intellectual Property magazine.
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472, [ am a member of the State Bar of California, an inactive member of the District
of Columbia bar, the bars of various Federal courts, and the Intellectual Property Law section of
the State Bar of California. 1am also a member of Le Association International des Juristes du
Droit de la Vigne et du Vin (AIDV)(International Wine Law Association).

43. I have given deposition testimony in three Federal Court cases: Kendall-Jackson
Winery v. E. & J. Gallo Winery, No. C-96-1198-VRW (N.D. CA), E. & J. Gallo Winery v.
Cantine Rallo, S.p.A., No. 1:04-cv-5153 OWW DLB (E.D. CA) and E. & J. Gallo Winery v.
Mira Enterprises, Inc., CV (7-8102 ODW FFMx) (C.D. CA).

COMPENSATION

44. My fees for this engagement consist of billable hours and expenses. My hourly
billing rate is $500.
I make this Declaration having been advised of the penalties for perjury on this 10" day

of February 2010, in Modesto, California.

Paul W. Reidl

20-

RULE 26 DISCLOSURE STATEMENT AND DECLARATION OF PAUL W, REIDL




10

i1

12

13

14

15

16

17

18

19

20

2]

22

23

24

25

PAUL W. REIDL

EXHIBIT A

Documents produced by Opposer in response to a request for promotional materials for
PINNACLES wine

Documents produced by Applicant in response to a request for promotional materials for
PINNACLE vodka

www.estanciaestates.com

www.cwbrands.com
https://fwww.ttbonline.gov/colasonline/publicSearchColasBasic.do
hitp://www .uspto.gov/trademarks/index.jsp

USPTO file wrapper for SN 78/166,136

Pleadings file for Opposition no. 91185984

Pleadings file for White Rock Distilleries, Inc. v. Franciscan Vineyards, Inc., No. CV 09-5478
(N.D.CA)

USPTO file wrapper for SN 73/0:06,350
USPTO file wrapper for SN 73/813,935

www franciscan.com

Regional Oral History Office University of California, The Bancroft Library Berkeley,
California, The Wine Spectator California Winemen Oral History Series, Morris Katz, PAUL
MASSON WINERY OPERATIONS AND MANAGEMENT, 1944-1988

Constellation Wines 2009 Annual Report
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EXHIBIT B

NECKER FOUND ON ESTANCIA CHARDONNAY IN THE RALEY’S
SUPERMARKET IN MODESTO, CALIFORNIA
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IN THE UNITED STATES PATENT AND TRADEMARK OFFICE
BEFORE THE TRADEMARK TRIAL AND APPEAL BOARD

IN THE MATTER OF APPLICATION

Mark: PINNACLES RANCHES
Applicant: Franciscan Vineyards, Inc.
Serial No.: 77/598,674

Published in
the Official Gazette: March 17, 2009

WHITE ROCK DISTILLERIES, INC.,
Opposer,
v. Opposition No. 91191036
FRANCISCAN VINEYARDS, INC.,,

Applicant.

M M N’ N N N e N N N

RULE 26 DISCLOSURE STATEMENT AND
DECLARATION OF PAUL W. REIDL

1, Paul W. Reidl, declare as follows:

INTRODUCTION

I. My name is Paul W. Reidl. I am the principal attorney in the Law Office of Paul
W. Reidl, located at 3300 Wycliffe Drive, Modesto, California, 95355. My professional
experience is further summarized in paragraphs 37 — 47 of this Declaration.

2. [ have been retained in this case by counsel for the Opposer, White Rock
Distilleries, Inc. (*White Rock™), as a witness on issues relating to Applicant’s use ofa
PINNACLES RANCHES designation for wine in the United States and other alcohol beverage

labeling and marketing-related issues. Counsel for White Rock has provided me with, and [ have
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reviewed, the documents and discovery referenced in Exhibit A. T have also reviewed the
materials and references in Exhibit A.

3. My opinions flow from the documents provided to me by counsel for White Rock|
my own research, and my own knowledge and experience in the labeling, marketing and sales of
alcohol beverages in the United States.

OPINIONS

Wine Labeling Conventions in the United States

4. Domestically produced table wines are sold at retail in the United States as
branded products. Wine producers and marketers devote a substantial amount of time and care
to the selection of brands, the design of labels and packaging, and the promotion of those brands
at retail and on-line. This is particularly true for the larger wine producing and marketing
companies.

5. Applicant, Franciscan Vineyards, Inc., was acquired in 1999 by Canandaigua
Brands, Inc. in New York. Canandaigua has since changed its name to Constellation Brands.
Constellation is a multi-billion dollar company that is the largest producer and marketer of table
wines in the world. Its portfolio inciudes domestic table wine brands such as ROBERT
MONDAYVI, CLOS DU BOIS, ESTANCIA, RAVENSWOOD, FRANCISCAN ESTATES,
SIMI and WOODBRIDGE, among others.

6. In the United States, there are two traditional types of brand names for wines:
geographic terms and personal names. Both types of traditional brand names are used for the
same basic purpose, namely, to impart a sense of uniqueness to the wine in the bottle.

a. Developing this sense of uniqueness provides a platform for wine marketers to

differentiate their wines from those of competitors. Differentiation is important because there

2.
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are thousands of wine brands sold at retail in the United States. While there are no precise
figures readily available, there are over 6,000 wineries in the United States alone, and a search of]
the TESS database for wines in Class 33 yields over 23,000 records. Few categories of
consumer products present so many options to consumers on a daily basis.

b. Differentiation is also important because it helps the wine brand break into
consumer consciousness at the point of purchase. This is particularly necessary in the retail
context where the consumer can face hundreds of different brands on the retail shelf in what has
become known as the “Wall of Wine.” It is important to the success of a wine that the
packaging, brand name, logo and story be sufficiently impactful to get the consumer’s attention
at the point of purchase. In general, the objective is to get the consumer either to recognize the
brand (from some previous stimulus such as an advertisement, article, prior purchase, or
recommendation) or to be interested in it on impulsc, and to have the consumer select the bottle
and put i into their shopping cart.

7. Geographic brand names are a “New World” adaptation of the European
geographic indication system. For centuries, the most prominent feature on the label of
European wines was the name of the geographic area in which the grapes were grown and the
wine was made. This system has various names in various countries, such as Appellation
d'origine Contrdlée (France), the Indicazione Geografica Tipica (Italy) and Denominazione di
Origine Controllata (Italy). The administrative bodies for these regions establish rules and
regulations for grape growing and wine making, with one intended result being that the wines
from the region should have many of the same flavor characteristics. The geographic indication

system also functions as a symbol of quality and trust. The premise of the geographic indication

23
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system is the belief that the “terroir”, i.e., the climate, soil and topography of the growing area,
plays a dominant role in determining the flavor characteristics of the wine.

8. The wine industry and culture in the United States is relatively new compared to
the European tradition.’ It did not get started in earnest until the end of Prohibition in December
1933; the premium table wine business did not begin to develop until the 1970%s. As the wine
industry in the United States was in its infancy, wine marketers and wine makers understood the
importance of “terroir” but did not have the European tradition of designated growing areas or
the regulatory regime to lend legitimacy to the geographic area. Thus, they developed their own
labeling nomenclature that featured the names of the wine makers (e.g., ROBERT MONDAVI,
GALLO, PAUL MASSON, CARLO ROSSI, TAYLOR) or a geographic term (e.g.
CALIFORNIA CELLARS, TAYLOR NEW YORK CELLARS, CORBETT CANYON, NAPA
RIDGE).

9, The use of geographic and personal names in the wine business allowed vintners
to create their own “story” about the quality of their wines. In the case of brand names featuring
winemakers, the wine marketer could use the brand name as a springboard for a discussion of the
winemaker’s passion, experience, care, and quality. (For example, the famous PAUL MASSON
tag wine “we will sell no wine before its time” was credible because there was an individual
named “Paul Masson” making that promise.) Similarly, the use of geographic terms gave wine
marketers the opportunity to talk about the “terroir” even though the geographic area was not a

formally designated geographic indication and supported with the quality assurance criteria of

! Hence, wines originating in Europe are sometimes referred to as “Old World Wines” and

wines originating in the United States (and other countries) are sometimes referred to as “New
World Wines.”

-4
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the European regulatory regime. Using a geographic brand name offered consumers a sense of a
place of origin for the wine.

10. Both wine labeling conventions continue to be used widely in the United States
even though there is now an established geographic indication system (called “American
Viticultural Areas.”) Non-traditional, fanciful names and symbols have also been used in recent
years (€.g. YELLOWTAIL) but even here there may be some grounding in terroir. (The
YELLOWTAIL wine package features the design of a yellow kangaroo which tells the consumer
that the wine originates in Australia). In any case, the brand name serves as a starting point for
the “story” about the brand which is, in turn, the focal point of the marketing efforts for it. The
“story” is particularly important because it helps to differentiate the wine from those of
competitors and, in the case of larger producers like Constellation, from the multiple brands in
the producer’s portfolio. The “story” positions the brand and tells consumers why they should be
interested in buying it.

. Focusing on terroir in wine labeling and marketing is an inherent characteristic of
the business because wine is an agricultural product made from fermented grapes. The wine
tradition and culture — whether in the Old World or the New World -- is of vineyards, soil,
geography, seasons and climate. The winemaker can only work with the grapes that the terroir
provides. For this reason, for all types of table wine brands (geographic, personal names,
fanciful) most winery web sites and labels talk about the land and the climate in which the grapes
were grown.”

12, The emphasis on terroir is also carried forward into wine labels. The terms

“Vineyards” and “Ranches” are commonly added to the place name or the personal name to

2 One exception to this might be value priced, semi-generic wines that are sold in larger

containers, e.g., 1.5, 3 or 5 liters.
-5-
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further ground the wine in a specific geographic location. In short, wine marketing has over the
years conditioned consumers to associate brands with a geographic place, a person, or both. This
is important to establishing the legitimacy of the brand and differentiating it from the
competition and the other brands within the vintner’s portfolio.

“The Pinnacles” is a Prominent Geographic Location in California

13.  “The Pinnacles” is the name of a portion of the Gabilan Mountains near the
Central California coast that is defined by the monoliths, spires, and crags remaining from an
ancient volcano. A photograph illustrating the type of formations found in the area is attached as
Exhibit B to this Declaration. The vineyards and ranches of the Salinas Valley of California are
located immediately to the west of The Pinnacles formation. The Gabilan Mountains, including
the Pinnacles formation, form a barrier that traps fog and cooler air from the Pacific Ocean in the
Salinas Valiley and that blocks them from moving further inland. The fog and cooler air
contribute to the unique growing conditions found in this area. This geographic feature is
itlustrated by the map in Exhibit C to this Declaration, which is used by Franciscan to promote
their ESTANCIA wines.

14,  “The Pinnacles” formation has been a well-known and important geographic
location for over 100 years. In 1908, both the Pinnacles formation and the Grand Canyon were
designated as among the first National Monuments in the United States. The Pinnacles National
Monument now covers approximately 26,000 acres (or about 40 square miles). (This is
approximately 60% of the size of the District of Columbia.) The park offers visitors hiking,
picnicking, vistas, the geologic formations, caving, rock climbing, camping, and wildlife
viewing. The Pinnacles is also the habitat of the endangered California condor. Much of The

Pinnacles has been designed as a wilderness area. 1 have hiked in Pinnacles National Monument.

-6~
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15.  The Pinnacles National Monument is one of the closest wilderness areas to the
major population centers of Northern and Central California: San Francisco, Oakland, San Jose
and Silicon Valley, Fresno, the Central Valley cities (Stockton, Modesto, Merced), and the
coastal cities of Santa Cruz, Salinas and Monterey. The park is approximately 80 miles from the
Bay Area via Highway 101, about 40 miles from the Pacific Ocean, and about two and a half
(2 %) hours from Fresno. The park is visited by approximately 200,000 people each year,

The Use of “Pinnacles” on Wine Labels as a Geographic Desionation

16.  Inthe early 1970’s, Paul Masson Winery purchased land in the Salinas Valley
immediately to the west of Pinnacles National Monument. They planted vineyards and adopted
a PINNACLES trademark for the wine made from grapes grown in those vineyards. Paul
Masson and its PINNACLES trademark were purchased by Vintners International in or about
19838, by Iranciscan winery in or about 1991, and acquired by Constellation Brands in the late
1990’s when it acquired Franciscan.

17. PINNACLES is an example of a traditional geographic brand name for wine. The
term corresponds to a prominent geographic feature that is adjacent to the vineyards from which
the wine would have been made, and its use would have given the wine a sense of place of
origin. The geographic nature of the term is reinforced by the use of the plural form (which is
identical to the name of the rock formations and the prominent National Monument) and not the
singular form (which in common parlance would connote the top or best of something.) The
term “Pinnacles”™ would make little sense as a brand name for a table wine absent the “story” of
the geographic location of the vineyards and how The Pinnacles formation contributes to the
uniqueness of the grapes by keeping the fog and cool air from the Pacific Ocean in the Salinas

Valley.

-7-
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18.  Asexplained in paragraphs 23-27 of this Declaration, Franciscan has over the
years occasionally used Pinnacles-formative designations for wine made from grapes grown
from the original Paul Masson vineyard and adjacent parcels. Franciscan’s ESTANCIA web
site, the marketing materials and the deposition testimony reflect that the Pinnacles designation
has been used to communicate a sense of geographic place, origin and authenticity to consumers
of wine made from grapes grown near The Pinnacles formation and the National Monument.

19.  The term PINNACLES RANCHES (with the “Ranches” disclaimed) is merely a
geographic term used by Franciscan on its ESTANCIA wines. In context, it means “the ranches
near The Pinnacles.” For the reasons discussed in paragraph 17 of this Declaration, there is no
reason to use this designation in connection with the wine except for its ability to communicate
to consumers the geographic location where the grapes were grown, i.e., the “ranches” (or
“vineyards™) at the foot of The Pinnacles formation and National Monument, which play an
important role in developing the flavor of the grapes by keeping the fog and cool air from the
Pacific Ocean in the Salinas Valley. This is depicted clearly in the maps attached as Exhibits C
and D to this Declaration.

20.  The term “PINNACHES RANCHES” is used by Franciscan as a “vineyard
designation.” Such terms reflect the name of a vineyard, and when used on a label in
conjunction with the primary brand (in this case ESTANCIA), they add authenticity to the wine
by grounding it in a specific geographic place. Wines with a vineyard designation typically
command a higher price because they are perceived by consumers as reflecting the unique
geological and climatological characteristics of the particular geographic location.

21. Not all vineyard designations are primarily geographic terms; many vineyard

names are truly fanciful and do not relate to a geographic location at all. For example, Robert

8-
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Mondavi Winery (which is owned by Constellation and located in Napa Valley), has used the
following fanciful vineyard names: Vine Hill Ranch, Marjorie’s Vineyard, and To Kalon
Vineyard. Franciscan itself uses non-geographic vineyard names in connection with some of'its
ESTANCIA wines, like Stonewall Vineyard. But with PINNACLES RANCHES, there is and
can be only one reason for using it, and that is to associate the wines with the geographic area
known as The Pinnacles located in Pinnacles National Monument.

The Designation “PINNACLES RANCHES?” Has Nof Acquired Trademark Significance

22.  Inthe United States, the labels for wines containing over 7% alcoho! must be
approved by the United States Alcohol and Tobacco Tax and Trade Bureau (“TTB”) (formerly
the United States Bureau of Alcohol, Tobacco and Firearms) in the United States Department of
the Treasury.” The approval document is called a “Certificate of Label Approval” (“COLA”).
The COLA records are maintained by TTB. There is an on-line searchable databasc for COLAs
that goes back to 1980. The database contains a field for the “Brand Name” (which corresponds
to the principal trademark on the label) and a field for the “Fanciful Name” (which corresponds
to secondary designations on the label such vineyard designations.) The data for these fields is
supplied by the applicant on the COLA form (boxes five and six). A wine label is required by
law to have a Brand Name; it is not required to have a Fanciful Name. The database contains
extracts for COLAs issued from 1980 — 1998, and extracts and copies of the actual COLAs

(which include an image of the label) from approximately 1999 forward.

? The TTB was created by the Homeland Security Act, which moved the explosives,

firearms and criminal enforcement functions of ATF into the Department of Justice and which
left the tax and trade regulation functions of ATF in the Treasury Department,

9.
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¢ The Designation “Pinnacles” is at Best a Weak Geographic Term

23.  TIsearched the TTB COLA database for both Brand Names and Fanciful Names
containing the term “Pinnacles” from 1980 forward. T observed the following:

a. I did not find any COLA for any label bearing the Brand Name
PINNACLES from 1980 — 1990 and March 1992 - present. The only COLAs bearing the Brand
Name PINNACLES were five COLAs issued from January 1991 — March 1992,

b. From September 15, 1992 ~ QOctober 15, 1992, there were four COLAS
issued for a PINNACLES VINEYARD Brand Name. There were no other COLAs for a
PINNACLES VINEYARD Brand Name during the 1980 — present period.

c. There were no COLAs containing the term “Pinnacles™ as either a Brand
Name or a Fanciful Name for the four year period from October 15, 1992 — June 4, 1996.

d. Between June 4, 1996 — May 23, 2002 there were twenty seven {27)
COLAs for an ESTANCIA PINNACLES Brand Name. The labels for these wines contain the
composite mark ESTANCIA PINNACLES where the term “Pinnacles” is approximately 25%
of the size of the term “Estancia.”

e, There were no COLAS containing the term “Pinnacles” as either a Brand
Name or a Fanciful Name for the two year period between May 23, 2002 — May 13, 2004.

f. From May 13, 2004 - June 30, 2010, there were fifteen (15) COLAs for
labels where ESTANCIA was the Brand Name and PINNACLES RANCHES or PINNACLES
VINEYARD was the Fanciful Name. The terms “Pinnacles Ranches” and “Pininacles

Vineyard” are about 25% of'the size of the term ESTANCIA and appear at the bottom of the

4 Two of the COLAs listed “Estancia™ as the Brand Name and “Pinnacles” as the Fanciful

Name but the labels are essentially the same as the other 25 labels.

-10-
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tabel below ESTANCIA, the geographic indication, the vintage date and the wine varietal type.
The terms are clearly being used as geographic terms to identify the particular vineyard or ranch
where the grapes used to make the wine were grown. This is illustrated by the map included on
the back of the label that is found in Exhibit D to this Declaration.

g. There were two COLAs issued on August 4, 2005 for a wine with
ESTANCIA as the Brand Name and PINNACLES as the Fanciful Name, The term Pinnacles
appears below the term ESTANCIA but not in composite form and is about 25% of the size of
the term ESTANCIA. Both COLAs were for a 2004 Chardonnay.

24,  The COLA history reflects that Paul Masson was not making any lawful use of a
PINNACLES trademark on wine at the time it was acquired by Vintners International in 1988,
and Vintners International was not making any lawful use of a PINNACLES trademark on wine
at the time that the trademark registration was acquired by Franciscan in 1991.° It appears that
Franciscan resumed use of a PINNACLES brand name for one vintage release and then changed
the brand name to PINNACLES VINEYARD for the next vintage release. Franciscan then
dropped that concept and resurrected “Pinnacles” four years later as part of the composite Brand
Name, ESTANCIA PINNACLES. Since March 1992, there have been no COLAs issued for a
PINNACLES Brand Name -- a period of almost eighteen (18) years. Since 1996 -- or for a
period of fourteen (14) years -- all uses of the term “Pinnacles” have been in conjunction with

the primary Brand Name ESTANCIA, either as part of the ESTANCIA PINNACLES composite

s In the Alcohelic Beverage Labeling Act of 1988, Congress required all domestic aleohol

beverage labels to contain a mandatory health warning by November 18, 1989. This required
producers to obtain new COLAs for their products that contained labels with the mandatory
health warning. It is therefore a certainty that a label containing PINNACLES was nof legally
used between November 18, 1989 and around January 1991,

«11-

RULE 26 DISCLOSURE STATEMENT AND DECLARATION OF PAUL W. REIDL




10

11

12

13

14

15

16

17

18

19

20

21

22

23

24

25

PAUL W. REIDL

Brand Name (until 2005) or as the vineyard designations for the ESTANCIA Brand Name,
PINNACLES VINEYARD (until 2005) or as PINNACLES RANCHES (the present day use).

25. I also did a COLA search for ESTANCIA. The search disclosed approximately
five (5) times as many COLAs for ESTANCIA as for those containing the term “Pinnacles.”

26.  The COLA label history discloses that since 1996 — or for a period of fourteen
(14) years -- the marketing emphasis for wines whose labels contain the term “Pinnacles” has
been on the brand name ESTANCIA.® To the extent that “Pinnacles” has been used, it has been
used only in connection with ESTANCIA wine, only on a portion of wine bearing the
ESTANCIA label, only in composite form, and since 2004 only in a geographic sense.

27.  This conclusion is confirmed by the web site for the ESTANCIA brand,
www.estanciaestates.com. The web site discusses the ESTANCIA brand, and uses the term
“Pinnacles” only in a geographic sense: (a) as the name of a vineyard, “Pinnacles Vineyard”, and
(b) as a collective term, “Pinnacles Ranches”, to refer to some of Franciscan’s vineyard holdings
in the Salinas Valley of California. The maps attached as Exhibits C and D to this Declaration
illustrate that these vineyards and ranches are in the vicinity of the Pinnacles National
Moenument, which is referred to as “Pinnacles Monument” on Exhibit C. The “Pinnacles
Vineyard/Pinnacles Ranches” appears to be located on the site of the old Paul Masson vineyard
of the same name. There is no mention of a PINNACLES brand and no mention of an
ESTANCIA PINNACLES brand on the web site. The ESTANCIA product line contains twelve
(12) separate wine products but the “Pinnacles Ranches” vineyard designation appears to be used

only in connection with three: Pinot Noir, Sauvignon Blanc, and Chardonnay.

According to the ESTANCIA web site, “Estancia” means “estate” in Spanish.
-§2-
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28.  Franciscan’s marketing emphasis on the ESTANCIA brand is confirmed by the
absence of the usual types of documents that would exist if “Pinnacles” or “Pinnacles Ranches”
was being used as a brand name. These include brand plans, COLAs, marketing programs,
consumer research, trade materials, labels, a web site, and the like. My understanding is that
these were requested in discovery but no such documents were produced. It is also confirmed by
the absence of any reference to a PINNACLES or PINNACLES RANCHES brand in
Constellation’s 10-K Report or on its web site.

29. I have reviewed the marketing materials produced by Franciscan during
discovery. They are all for the ESTANCIA brand. Most of them are trade materials that would
not be seen by consumers, and to the extent that they are consumer materials (such as labels and
neck hangers), the use of the term “Pinnacles” is consistent with that described above.”

30. I understand that Franciscan claims it is using “Pinnacles” as a trademark on the
capsules for its ESTANCIA wines,

a. A capsule is the foil covering on the top of the bottle. Its purpose is functional: to
cover the cork and the space between the fill line and the bottom of the cork. Capsules are
typically made of a PVC or foil material.

b. None of the packages depicted on the ESTANCIA web site use bottles with term
“Pinnacles” on the capsule. The capsules depicted on the web site had a solid color and did not

contain any printed material.®

7 None of the marketing materials appear to reflect marketing programs for “on premise”,

i.e. restaurant and bar, sales.

8 I also looked at the Franciscan web site. This site is for the FRANCISCAN ESTATES
brand only and does not discuss the ESTANCIA brand.

-13-
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c. I found five types of ESTANCIA wine at the Raley’s supermarket in Modesto,
California, located at the corner of Floyd Avenue and Roselle Avenue: Cabernet Sauvignon,
Chardonnay, Pinot Noir, Sauvignon Blanc and Zinfandel. Only two had any wording on the
capsules: (a) a 2008 ESTANCIA Chardonnay had “Pinnacles” printed at the bottom of a blue
capsule, and (b) a 2008 ESTANCIA Pinot Noir had “Pinnacles” printed at the bottom of a red
capsule.’

d. On both the Chardonnay and the Pinot Noir, the term “Pinnacles” appeared in a
faint gold color. The type was very small. The term “Pinnacles” could not be read while
standing at a normal distance from the shelf. The term “Pinnacles” on the capsule created no
shelf or consumer impression whatsoever. The primary brand name was unequivocally
ESTANCIA.

e. The Chardonnay bottles contained a neck hanger offering $1.00 off on “chips and
dip™.'® The neck hanger was branded with ESTANCIA. There was no mention of “Pinnacles.”

31.  The placing of branding on capsules is uncommon. When it is done, the capsules
reinforce and reflect the primary branding, logo, or message on the label. In this case, that
should have been ESTANCIA.

a. I know of no situation where any winery has put a brand name on the capsule, in

mouse-type or otherwise, that is different from the primary brand(s) on the label and T know of

? The Chardonnay and the Pinot Noir were located in separate areas of the wine section.

The Chardonnay was shelved with other Chardonnays. It had three facings and was located on
the second shelf from the bottom at roughly knee level. It was priced at $12.99. The Pinot Noir
with shelved with the other Pinot Noirs. It had a single facing and was on the third shelf from
the bottom. It was priced at $16.99.

10 A neck hanger, or “necker”, is a point of purchase piece that hangs on the neck of the

bottle (in the vicinity of the capsule). Some neck hangers are placed on the bottle by slipping the
neck of the bottle through a hole in the top of the piece. Others are tied on.

-14-
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no brand that has ever attempted to distinguish itself on the “Wall of Wine” by placing a brand
name solely on a capsule. (In fact, this probably would not be lawful under TTB labeling rules
because the brand name must be on the main label in proximity to other mandatory information.)

b. [f the consumer cannot see the brand name at the point of purchase, then the
consumer cannot make purchasing decisions based on it. From a marketing standpoint, it would
make no sense to attempt to build a brand by putting it on a capsule in mouse-type where the
branding element could not be seen by the consumer at point of purchase because this does not
distinguish the bottle from those of others on the Wall of Wine, Ifa consumer knew of a
PINNACLES brand and came into the store to purchase it, the consumer would not be able to
find it because the brand name could not be seen. If Franciscan wanted to generate impulse
purchases of a PINNACLES brand, it would not have placed the brand name in a place where a
consumer would not see it and where it would not stand out on the Wall of Wine.

c, The only reason I can think of for placing the PINNACLES name on the capsule
would be to support a legal argument that the trademark was sttt in use. It makes no sense from
a marketing standpoint and is unlikely to sell a single additional bottle of ESTANCIA wine. In
short, consumers will be purchasing ESTANCIA wine and not PINNACLES wine,

32, I understand that Franciscan has claimed that all sales and promotional expenses
for its ESTANCIA wine also reflect sales and promotional expenses for the PINNACLES and
PINNACLES RANCHES trademark. Based on the COLA history and the ESTANCIA web
site, that statement is not true. As indicated above, at very best “Pinnacles” and “Pinnacles
Ranches” have only been used as composite form designations on a limited number of the wines

in the ESTANCIA portfolio. I have not been asked to, nor have | undertaken, an analysis to try
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to determine the exact sales and promotion history of wines bearing these composite terms. [
have seen no records of sales or promotion of a PINNACLES or PINNACLES RANCHES wine.

33. It is my opinion that the term “Pinnacles” simpliciter has no trademark
significance itself, except for that accorded to it presumptively by the Lanham Act. That term
has not been used as a trademark in a bona fide way, if at all. The term has not been used as a
stand-alone brand name for eighteen (18) years. Since 2004, the term has been used in various
composite forms (such as “Pinnacles Vineyards™ and “Pinnacles Ranches™) by Franciscan as a
geographic term for some types of ESTANCIA wine to give the wine a sense of place that is tied
to the proximity of the vineyards to the Pinnacles National Monument. There is no evidence of
any promotion or marketing of a PINNACLES or PINNACLES RANCHES trademark for wine.

34. I understand that the Trademark Trial and Appeal Board has held that Franciscan
has not abandoned the registered trademark PINNACLES. It is my further opinion, however,
that if the registered PINNACLES trademark has not been abandoned in a technical, legal sense,
it is nonetheless a very weak mark for the reasons discussed above. To the extent the term
“Pinnacles” has any degree of consumer recognition at all, it is as part of a composite mark with
a traditional geographic meaning and inextricably entwined with the ESTANCIA brand of wine.
Thus, it has no trademark significance onto which the PINNACLES RANCHES designation can
tack.

¢« The Term Pinnacles Ranches is 2 Weak Geographic Term

35.  Based on the foregoing, it is my opinion that Franciscan has not in its usage of the
term PINNACLES RANCHES attempted to develop trademark significance for it. The term has
been used on labels as a vineyard designation for ESTANCIA wines, and the marketing concept

has been to associate it with “The Pinnacles™ as a portion of the Gabilan Mountain range that is
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responsible for keeping the fog and cool air from the Pacific Ocean in the Salinas Valley which,
in turn, creates a unique growing condition for the grapes grown on the “Pinnacles Ranches”
located nearby. As such, it is reasonable to expect that consumers will take away from the three
labels on which the term is used (Chardonnay, Pinot Noir, Sauvignon Blanc) the message that
the brand is ESTANCIA and the grapes are grown on the Pinnacles Ranches and vineyard which
are contiguous to and named after The Pinnacles National Monument. I have no doubt based on
what I have observed and on my experience that this is the message Franciscan intends to
communicate fo consumers.

36. I understand that discovery has not been completed as of the date of this
Declaration and that [ may be asked to supplement this Declaration once discovery is completed.

QUALIFICATIONS

37. I received a Bachelor of Arts Degree in political science and speech
cominunication, with a minor in theology, from George Washington University in Washington,
D.C. with highest honors, Phi Beta Kappa, in 1977. 1received a J.D. degree from George
Washington University, with high honors and Order of the Coif, in 1980, [ was a member of the
George Washington University Law Review.

38.  While I was in faw school I was on the facuity of the Columbian College of Arts
and Sciences of George Washington University. Over the years [ aiso worked as a Law
Clerk/Summer Associate at three firms in Washington, D.C.: Connor, Moore & Corber; Rose,
Schmidt, Dixon, Hasley, Whyte and Hardesty; and Crowell & Morning.

39. From 1980 through 1990, I was with the firm of Crowell & Moring in

Washington, D.C. My practice focused on business counseling and litigation in the business law

-17-
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area, primarily antitrust, contracts, and natural resources law. [ worked on several intellectual
property cases during that period.

40, From February 1991 — January 2009 I was Associate General Counsel of E. & J.
Gallo Winery (“Gallo™) in Modesto, California. Gallo is the second largest wine producing and
marketing company in the world. [ represented Gallo in a variety of matters, primarity litigation,
global intellectual property (patent, trademarks, copyright, and advertising) and international. [
was responsible for Gallo’s global trademark protection program.

41. From February 2009 to the present I have been the principal attorney in the Law
Office of Paul W. Reidl. I provide a full range of legal and consulting services to clients in
various sectors, including the wine industry.

42.  During most of my eighteen (18) years at Gallo, [ was responsible for all of the
intellectual property aspects of branding, labeling and packaging. I worked closely with the co-
founder of Gallo, the Marketing Department, and the various Business Units on brand
development and strategy. 1 reviewed thousands of prospective brand names, prosecuted
hundreds of trademark applications, litigated oppositions and cancellation proceedings, litigated
Federal Court cases, prosecuted UDRP actions, and participated in attended numerous
brand/packaging/program development and strategy meetings and conference calls. Among
other things, in connection with these activities I read extensively in the wine area, frequently
visited retail outlets where wines were sold, performed numerous COLA and TESS searches, and
reviewed brand plans, consumer research, promotional materials, and the like.

43, My business requires me to stay abreast of the wine market, market trends,
marketing, and other aspects of the business. [ must also stay abreast of trends in consumer

behavior and taste, the retail environment, and marketing and promotional techniques generaliy.
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[ have written and spoken on various issues and written numerous articles on

trademark law and other subjects. These include:

Brand Protection in the Social Media Environment, SOCIALEX Forum on Legal
Issues in Social Media (Washington, D.C.)(March 2010);

Geographic Indication Registration Systems for Wines, AIDV Annual Meeting
(Trier, Germany, 2009);

Market Evolution and Brand Collision, INTA Annual Meeting (2009});

Contributing author to FAB JOB GUIDE TO BECOMING A WINERY OWNER (B.

Pearce, ed.}(2009);

Trademark Dilution (University of Southern California LP. Law Institute, 2008);
Trade Practices and Intellectual Property, Chapter 9 in POINT OF PURCHASE
ADVERTISING (Point of Purchase Advertising Int’13(2008.)

Careers in Trademark Law, INTA Young Practitioners Forum (San Francisco,
2007);

The Survey Blues, INTA Annual Meeting (2007);

Geographic Indications, Trademarks, and International Issues, Guest Lecturer,
Seminar on Advanced Trademark Law, The George Washington University Dean
Dinwoodey Center for Intellectual Property Studies (2007, 2008);

The Trademark Dilution Revision Act of 2006, The George Washington
University Dean Dinwoodey Center for Intellectual Property Studies (2006);
Global Trademark Programs: What You Should Know, INTA Roundtable Forum,

(Beiiing, China, 2006);

«]19-
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e Strategic Considerations in Global Trademark Registration and Enforcement
Programs, INTA China Forum (Hangzhou, China, 2006);

e Maximizing Portfolic Value Through Licensing and Franchising, INTA China
Forum (Hangzhou, China, 2006);

¢ Living in the Age of the Lightning Brand, President’s Address, INTA Annual
Meeting (2006);

o In Vino Veritas: Ruminations on the Labeling of Wines, INTA Annual Meeting
(2005);

o Strategic Considerations in Cross-Border Litigation, INTA Leadership Meeting
(2003);

o (eographic Indications and Wine Trademarks, INTA Bulletin (September 2003.)

e On Treaties, 93 TRADEMARK REPORTER 99 (2003);

o Creating and Managing an International Trademark Portfolio, Inteliectual
Property Law for Corporate Counsel (Northstar 2003);

o USPTO Class 33 Training Session {Arlington, VA, 2002};

e New Member Orientation; How to Survive the Annual Meeting, INTA Annual
Meeting (2002);

e Beer and Wine Advertising and Promotion ... Why It’s not all “Fun and Games,”
INTA Annual Meeting (2000);

e Beyond the Vineyard: Miscellanea That Will Amaze Your Friends and Confound
Your Colleagues, INTA Trademark and Paralegal Forum (San Francisco, 1999);

e (reating and Managing a Global Trademark Portfolio, Practicing Law Institute
Understanding Basic Trademark Law Program (San Francisco, 1999 —2010);

20-
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¢ The Use of Survey Evidence in Dilution Cases: Corporate Counsel Challenges,
INTA Dilution and Famous Marks Forum (Washington, D.C. 1998);

e Keys to an Effective Trademark Enforcement Program, 20th Annual Intellectual
Property Law Institute, State Bar of California (Monterrey, 1995);

e Co-Author (with J. MacLeod, R. McMillan), Coal Supply Contracts, Chapter 23
in ENERGY LAW (Matthew Bender, 1990);

e Author (and co-author with T. Biddle) of five Chapters in Mine Safety and Health
Law, 1 COAL LAW AND REGULATION (Matthew Bender, 1983);

e Note, 48 G.W.U. L. REv. 791 (1980)(discussing constitutional limitations on the
assessment of license fees by federal agencies).

45.  Beginning in 1994 | served on various committees and held various leadership
positions in the International Trademark Association, which is the giobal association of
trademark owners and professionals. 1 was the President and Chairman of the Board of that
association in 2006. During that year I travelled extensively in furtherance of the association’s
public policy objectives, including meeting with government officials in New York, Brussels,
Toronto, San Francisco, Washington, D.C., Alexandria, VA, and Beijing and Hangzhou, China.
I was a member of the Task Force that drafied the Trademark Dilution Revision Act of 2006 and
worked on securing it passage. | was also named one of the fifty (50) must influential people in
global intellectual property by Managing Intellectual Property magazine.

46. I am a member of the State Bar of California, an inactive member of the District
of Columbia bar, the bars of various Federal courts, and the Intellectual Property Law section of
the State Bar of California. I am also a member of L’ Association International des Juristes du

Droit de Ia Vigne et du Vin (AIDV)(International Wine Law Association).
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47, Ihave given deposition testimony in three Federal Court cases: Kendall-Jackson
Winery v.E. & J. Gallo Winery, No. C-96-1198-VRW (N.D. CA), E. & J. Gallo Winery v.
Cantine Rallo, S.p.A., No. 1:04-cv-5153 OWW DLB (E.D. CA) and E. & J. Gallo Winery v.
Mira Enterprises, Inc., CV 07-8102 ODW FFMx) (C.D. CA).

COMPENSATION

44, My fees for this engagement consist of billable hours and expenses. My hourly
billing rate is $500.
I make this Declaration having been advised of the penalties for perjury on this 31st day

of July 2010, in Modesto, California.

Paul W. Reid]
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EXHIBIT A

Documents produced by Opposer in Opposition No. 91185984 in response to a request for
promotional materials for PINNACLES wine

www.estanciaestates.com

www.cwbrands.com
https://www.ttbonline.gov/colasonline/publicSearchColasBasic.do
http://www.uspto.gov/trademarks/index.jsp

USPTO file wrapper for SN 78/166,136

Pleadings file for Opposition no. 91185984

Pleadings file for Opposition no. 91191056

Pleadings file for White Rock Distilleries, Inc. v. Franciscan Vineyards, Inc., No. CV (9-5478
(N.D.CA)

USPTO file wrapper for SN 73/006,8%0
USPTO file wrapper for SN 73/813,935
USPTO file wrapper for SN 77/598,674

www.franciscan.com

Regional Oral History Office University of California, The Bancroft Library Berkeley,
California, The Wine Spectator California Winemen Oral History Series, Morris Katz, PAUL
MASSON WINERY OPERATIONS AND MANAGEMENT, 1944-1988

Constellation Wines 2009 Annual Report

My Rule 26 Expert Report in Opposition no. 91185984

Redacted deposition transcripts of Riccardo A. Mora, John Maxwell, Christine Lilienthal, Oren
Lewin, and Alicia Laury

Documents produced by Opposer in discovery, WRDOpp20001 — 20195
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EXHIBIT B

LR

A Photograph of a Portion of the National Monument known as “The Pinnacles”
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EXHIBIT C
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Chardannay, We emplay artisan winemaking pracrices such s genrle pressing and
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displays bush, wropical fruie flavors and a seft, ereamy finish.
wwwestanciawinery.com
VINTED & 8OTTLED 8Y ESTANCIA WINERY
SONOMA, CALIFORNIA - CONTAINS SULFITES
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Front and Back Label from June 30, 2010 Certificate of Label Approval

TTB ID No. 10173001000376
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OMB-No. 1512-0092 {1 1/30/:200%)

S S L
" ALCOM
0413 EERE RS APPLICATION FOR AND CERTIFICATIGNIEXEMPTION
OF LABEL/SBOTTLE APPROVAL
{See instruciions and Papenwark Reductian Act Nobos on Beck)

1 TREP 1D KD gllny}

2 PLANT REGISTRY/BASIC PERMIT/BREWER'S NO PART | - ABPLIGATION
(Requirad) 7 NAME AND ADDRESS OF APPLICANT AS SHOWHN ON FLANT REGIBTRY BASIC
PERMIT OR BREWER'S NOTICE. INCLUDE APPROVED DBA OR TRADENAME IF
BW-GA-3874 CA-W-3110 CA--4804 USED ON THE LABEL (Pequired)
Pacific
T SERIAL NUMBER (Aequredi] 4 1YPE o'F'P_'GT_Ronu L L OGS
YEAR b < 800 S Aits Strewt
Gonzales, CA 83828

o|la4a|-|o|s]|3 O DISTILLED SPIRITS
L MALTBEVERAGE |50 aLNG ADGRESS, IF DIFFERENT

& BRAND MAME (Reguired)

Estancis Pacific Wina Pariners LLC
6. FANCIFUL NAME (# any) P O Box 780
Plnnacles Ranches Gonzales, CA 93829
& EMAIL ADORESS 8 FORMULA/SOP NO [10 LAB NO & DATE/PRE- 17 TYPE OF APPLICATION [Chack spplicabie boxe3;}
Kirn Wygai@ipecwine com (I sy} IMPORT NC & DATE {if any) |a (E] CERTIFICATE OF LABEL APPROVAL
p [ CERTIFICATE OF EXEMPTION FROM LABEL ARPROVAL
11 NET CONTENTS 12 ALCOHOL 13 WINE APPELLATION (if on labed} “For sak only (Kt w Siwle sbbrevisinn)
aL CONTENT Monteray ¢ O OISTINCTIVE LIGUOR BOTTLE APPROVAL TOTAL
13.5 BOTTLE CAPACITY BEFORE CLOSLIRE
14, WINE VINTAGE DATE{18 PHOME NUMBER 18 FAX NUMBER [EA 1 amount)
(H on lakwei) a RESUBMISSION AFTER REJECTION
2002 [ 831 ) &78.5320 {831 ) 5722411 o 11810
18 SHOW ANY WORDING (W) »mmmmﬁnnusmvmmommccommmp , GADE, CRiSeAN, OORa, Bk ) OTHER THAN THE LABELS AFFINED
asLow onmuw BRANDED OR EMBOSSED ON THE CONTAINER (9 g . nef confends, sic) LS WORDING MUST 8E NOTED HERE EVEM IF IT DUPLICATES
PORTIONS OF THE LABELS AFFIXED BELOW ALSO. PROVIDE TRANSLATIONS OF FOREIGN LANGUAGE TEXT APPEARING ON LABELS

PART Il - APPLICANT'S CERTIFICATION
Undar the penates of perjury, [ declare: that s statements appeanng on this spplication are lrue and comect to the best of my knowledge and babef
and, ihat the representations on the labsis attached to this form, nciuding supplemental documents, truly and correctly reprasent the content of the
containers 1o which thase labets will be applied | also certify that | have read. undersioca and compliad with the conditions and instructions which sre
el TTH F 510031 K

ALCOHOL AND TOBACCO TAX AND TRADE BUREAU

FOR TTS USE ONLY

QUALIFICATIONG

EXPIRATION DATE (I any)

AFFIX COMPLETE SET OF LABELSIBELONY (See General insinuctona 4, 6 and 7)
e e

2002 —*\H‘?e‘f("LkrcL_

= “t <
® oy VQQ
F " et
. v ot N
o bt |
S ClA ESTANCIA 2002 PINOT NOIR
MONTEREY - PINNACLES RANCHES

PROPRIETOR GROWN

| TT8 F 8100.31 (3-2003) RREVIOUS EOITION IS OBBOLETE
H

https://www.ttbonline.gov/ALFD/publicViewImage.do?id=0413 1000000081

MONTEREY PROPRIETOR GROWN
PINOT NOIR 13.5% ALC. BY YOLUME
/ 4 PROPRIETOR GROWN & BOTTLED BY ESTANCIA ESTATES
Frereac eSS rarnc 5 GOMNZALES, CA USA ¢+ CONTAINS SULFITES - J.0L
GOVERNMENT WARNING-{1) ACCORDING TO THE SURGEON GENERAL WOMEN SHOULD NOT DRINK ALCOHOUC
BEVERAGES DURING PREGNANCY BECAUSE OF THE RISK OF BIRTH DEFECTS. 12} CONSUMPTION OF ALCOHOLUIC
BEVERAGES IMPAIRS YOUS ABILITY TO DRVE A CAR O OPERKTE IACHINERY, AND WAY CAUSE WEMTH PROBLEMS. |

1/24/2011



PAUL W. REIDL Page 1 of 1

—OMB No. 1512-0082 (11/30/2005)

. DEFARWENT OF THE TREASURY
— = ALCOHOL AND TOBAGCO TAX AND TRADE BUREAU
i o, 05187-003-000038 APPLICATION FOR AND CERTIFICATION/EXEMPTION
1 REP ID. NO (I any} OF LABEL/BOTYLE APPROVAL
{Sea instructions and Paperwork Reduction Act Notice on Back)
Z PLANT REGISTRY/BASIC PERMIT/BREWER'S NO PART | - APRLICATION
[Required) 7 NAME AND ADDRESS OF APPLIGANT AS SHOWN ON FLANT REGISTRY BASIC
PERMIT OR BREWER'S NOTICE INCLUDE APPROVED DBA OR TRADENAME F
BW-CA4E74 CAW-3110 CA-1-4954 USED ON THE LABEL (Required)
T SERTAL NUMBER equrea] 4 TYPE OF PRODUET | o e e e
YEAR m:;d) 800 S Afta Street
o|lsfi-|lelofel| 1| Oosnucosrrrs Ty, (D
LI MALY BEVERAGE _[7. TARILING ADDRESS. IF DIFFERENT

5 BRAND NAME (Reguined)

Estancia Pacdic Wine Fanners LLC
& FANCIFUL NAME (I ary) P QO Box 780
Pinnacies Ranches Gonzalas CA 93926
8 EMaIL ABDRESS 9 FORMULA/SOP NO |10 LAB. NO & DATE/PRE- 17 TYPE OF APPLICATION {Check 2opicetis Bax(as))
Lisa Pladsengdcwme.com (f any) IMPORT NO & DATE (Hany) |a [E] CERTIFICATE OF LABEL APPROVAL
b [ CERTIFICATE OF EXEMPTION FROM LABEL APPROVAL
11  NET CONTENTS 12 ALCOHOL 13 WINE APPELLATION (i on iabsl) For sake oaly™ (Fill n State sooreviaton)
378mil - 3L CONTENT Monterey c [ CISTINCTIVE LIGUOR BOTTLE APPROVAL. TOTAL
138 BOTTLE CAPACITY BEFORE CLOSURE
14 VWINE VINTAGE DATE |13 PHONE NUMBER 18 FAX NUMBER (Fit in amount)
(If on label) d [0 RESUBMISSION AFTER REJECTION
2004 ( B31 ) 675-5367 (831 ) 875-2611

T8 10

18 SHOW ANY WORDING (8} APPEARING ON MATERIALS FIRMLY AFFIXED TO THE CONTAINER (8 g, CApt. colofwaly oo, o) OTHER THAN THE LABELS AFFIXED
BELOW, OR (b} BLOWHN, BRANDED OR EMBOSSED ON THE CONTAINER fa g, net cortens. alz) THIS WORDING MUST BE NOTED HERE EVEN IF T DUPLICATES
PORTIONS OF THE LABELS AFFIXED BELOW ALSD PROWVIDE TRANSLATIONS OF FOREIGN LANGUAGE TEXT APPEARING ON LABELS

Siza 15 DIOwh iia Qlass

PART Il - APPLICANT 5 CERTIFICATION
Under the panaltes of panury. | dectars that all almmom- NG an this 4pp ars trus and cormact to the best of my knowledge and belef,
and, that the representations on the iabeis sttached to this form, including supplemantal documents, tuly and correctly mpresent the content of the
containars lo which thess labels will be applled 1 siso certfy that | have mad undarstood and complied with the conditions and instructions which are

altached to an orginal TTE F 5100.31, Cedtificate/Exempiiun of La L] al .
18 DATE OF aPPLICATION |20. SIG AF"U];?.N IZED ASENT (21 PRINT NAME OF APPLICANT OR AUTHROWED AGENT
08/30/05 [:' E " 1‘_-!_; g oot Kimbeity Wigal Assmstant Secretary
BART iil — TTH CERTIFICATE
______Tnis cortiicate s saued sum agiiicable !ﬁnmamm-: s Torih 0 i s pertion of ifus form
ZMA'?E % . / TuFl.E ALCCHOL AND TOBACCCO TAX AND TRADE BUREAL

FOR TTB USE ONLY

QUALIFICATIONS

Fxplmnon DATE (if any)

AFFIX COMPLETE SET OF LABELS BELOW [See General instructiors 4 & and 7)

2 00 4
Estancia PinoT Noir
G wevai b e 3 1 owthe ool ok 1o

£ Monrerey  Satinas Viller wher acean [y
W Vo i s oing, grting mas € b geht uanral
sunshome @ach aft troen e ind e nduay et
veotle handlogs sesult an ik cherer P
v sola avetmas and a plosing stk erturs

MONTEREY I muork anad anw it

WAL W LA AW IRy £l

v hTED & BOTTLED BY
SN (NI ESTANCIA ESTATES
GOMEALES. CAUSA CONTAINS SU_FITES

/ /- S GOVERMMENT WARNING. (11 ACCORDING 70 THE
fn prere Sed raprichre s SURGEQN GENERAL WOMEN SHOULD KOT DAINK
BEVERAGES: PREGRANCY BECAUSE

ALCOHIC DURING
J{g o OF FHE MSK OF A TH DEFECTS 12t
A1 COHGLIC DEVERAGES IMPAIRS YOUR ASILTY TG DAIVE
3 A CAR OF OPERATE MACHINERY AND #AAY CAUSE
HEALTH PROBLEMS

r

3

1 ‘

0[ l!j

TTB F 6100 31 (3-2003) PREVIOUS EDITION 15 OBSOLETE

https:/fwww.ttbonline.gov/ALFD/public ViewImage.do?id=05187003000039 1/24/2011
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OMB No, 1512-0092 (11/30/2005)

N DEPARTMENT OF THE TREASURY
b 9 ALCOHOL AND TOBACCO TAX AND TRADE BUREAU
05203-03-000102 APPLICATION FOR AND CERTIFICATION/EXEMPTION
1 REP ID NO [If any) OF LABEL/BOTTLE APPROVAL
{Sae instruchons and Paparwork Raduction Act Nolice on Sack)
7 PLANT REGISTRY/BASIC PERMIT/BREWER'S NG L PART | - APPLICATION
{Roquired) 7  NAME AND ADDRESS OF APPLICANT AS SHOWN ON PLANT REGISTRY. BASIC
BW.CA-5843 PERMIT OR BREWER'S NOTICE INCLUDE APPROVED DBA OR TRADENAME IF
USED ON THE LASEL (Required)
= Fi can Vi ards, in
3 SERIAL NUMBER (Ragurad)] 4 TYPE OF PRODUCT 1;;.;;..—.;5“; R;? i N
“YEAR T {Reguirad) Soledad Calfornia 93060
& WINE | dha s Estancia Eslates
o|ls|l-]lolol1|s L] DISTILLED SPIRITS
! I [J MALTBEVERAGE |7, MAILING ADDRESS IF DIFFERENT
5 BRAND NAME {Reguwred) | Constellation Wines U S
Estanca 235 Norts Bloomfisld Road
8 FANCIFUL NAME (if any) Canandaigua, New York 14424
Pinnaclas Ranches
B EMAIL ADDRESS T |8 FORMULA/SOF NO |10 LAB NO. & DATE/PRE. |17 TYPE OF APPLICATION [Check apphc ¥l DOx(es]
chns banziger@owina com {it any) IIMPORT NO & DATE (Hany) |a [ CERTIFICATE OF LABEL APPROVAL
i . : b [C] CERTIFICATE OF EXEMPTION FROM LABEL APPROVAL
11 NET CONTENTS 12 ALCOHOL 13 WINE APPELLATION (I on label} Forsaiew __ only (Fiilin Slate adbrevianon)
I75m-3.0L CONRTENT Maortiaray ¢ [ OISTINCTIVE LIGUOR BOTTLE APPROVAL  TOTAL
135% L | BOTTLE CAPACITY BEFORE CLOSURE
14 WINE VINTAGE DATE| 15, PHONE NUMBER 16 FAX NUMBER (£l i oenount)
(f an labet) a RESUBMISSION AFTER REJECTION
2004 { 585 } 396-7570 ( 585 ) 296-7831 o R

18 SHOW ANY WORDING (a) APPEARING ON MATERIALS FIRMLY AFFIXED TO THE CONTAINER i g <op3. colosepla, corks, ofc ) OTHER THAN THE LABELS AFFIXED
BELOW OR (b} BLOVWN, BRANDED OR EMBOSSED ON THE CONTAINER (o ¢ #of corfurts, sie ; THIS WORDING MUST BE NCTED HERE EVEN IF 1T DUPLUICATES
PORTICNS OF THE LABELS AFFIXED BELOW ALSO PROVIOE TRANSLATIONS QF FOREIGN LANGUAGE TEXT APPEARING ON LABELS

Net contgnts Io be blown into glass

PART i ~ APPLICANT S CER‘I’IFICATION
Under the penalhas of parjry, | dedara mal all slatements appaanng on zhis Jpphication are true and correct 1o the best of my knowledge and belief,
and. that the repraseniations on the labels attached 1o this fonn Including supplemental documenis. ruly and correcity raprasent the content of the
coniainers to which thase labels will be gaphied | also cortity that | have tsad undersicod and complisd with the condifions and nstructions which ara
attached to an onginal TTB F 5100 _J" ficated xemplion of Label/Botiio Ao I
19 DATE OF APPLICATION | 20 ol D AGENT |21 PRINT NAME OF APPLICANT OR AUTHROIZED AGENT
718/05 J Christophar M Benziger Attomey-in-Facl

This certificate 18 1ssued sul to applicabio laws reguiations and condiions as set forth 1n 1he INSEuchons of thus form
22 DATE ISSUED 23 WD SIGNATURE ALCOMOL AND TOBACCO TAX AND TRADE BUREAU
JuL 39 2008

FOR TT8 USE ONLY

QUALIFICATIONS

EXPIRATION DATE (i arry)

AFFIX COMPLETE SET OF LABELS BELOW (See Geoneral Instructions 4 6 and T)

— —
Eutancia ¥ rna toia

— - —
§ Lwer vieevat s oare ncatled i he won b her o

Moaote mys Salina Malley wh e cuean [
2004 eitdes cacd 4 ump. g vimg was 1 baphe oot}

surslune vacd atiernsea Lot an te g ond
grarle hardl ng resub in dark oF ooy tavers
- spt v seda atom and  pleasing alkvr o«
Ulicork o anwoind
m Zt %/’t W P ELTICIAR I Py L
Y 0D 1 LBUTT Tp

LETAC A L5 aTLS
S [A CAUSE _ N 4NSS -

MONTEREY GOVERMMENT WARNIMG (1) ACCORDING T4 ThE aC

PINOT N oIR ﬂJRGEON GENERAL WOMEN SHOULD NHJEDRIN&

COMOLT BEVERASES TURING CAUS,
OF THE RISK OF BIRTH DEFECTS GHCCNSUMPTION OF
ALCOHALIC BEVERAGES DAPA RS YOUR ASILITY T4 DAR
/1 tsrsrae fo0 v fies A CAR OR QPERATE MACKINE HY, AND WAY CAUSE

HEALTM PROBLEWMS
A%

=

S
A

https://www ttbonline.gov/ALFD/public Viewlmage.do?id=05203003000102 : 1/24/2011



PAUL W. REIDL

Page 1 of 1

OMB No. 15130020 (113172009}

1

REP (0. NO. (¥ any}

DEPARTMENT OF THE TREASURY

ALCOHOL AND TOBACCO TAX AND TRADE BUREAU
APPLICATION FOR AND CERTIFICATION/EXEMPTION OF

LABEL/BOTTLE APPROVAL
(See inminminnn and Paparwors Meducion Act Notice Below)

2 PLANT REGISTRY/BASIC 3. BOURCE OF PRGOLCT PART | - APPLICATION

PERMIT/BREWER'S NO. (Required) |  (Fisguined) [ 22:5 ¢Ng ADDRESS gs APPLICANT AS SHOWN ON PLANT REGISTRY, BASIC

IT, OR BREWER'S NOTICE. INCLUDE APPROVED DBA OR TRADENAME IF
BW-CA-6212 [Z] Domastic [} importea UBED ON THE LABEL {Required)
Fi i Vinoyards, Inc.
4 SERIAL NUMBER S. TYPE OF P T - an oy
e Roouc 26200 Amold Drive
_YEAR WINE Sonoma, CA 95476
0 | 6¢|"lools | DISTHLLED SPIRITS DBA Estancia Estates
MALT BEVERAGES

6. BRAND NAME freguied) as. MAILIh.lG AD'DRESS. IF DIFFERENT

Eswancia Constellation Wines U.S.
7 FAMCIFUL NAME (/f army) 233 North Bloomficld Road

Canandaigua, NY 14424
9 EMAIL ADDRESS 10. FORMULA/SOP NO. [11. LAB. NO. & DATE/PRE- (8. TYPE OF APPLICATION (Check appicebls bax(ss))
it IMPORT
chris.benziger@cwino.com tif any} ORT NO & DATE (ifany) |[a [Z] CERTIFICATE OF LABEL APPROVAL
b. ] CERTIMCATE OF EXEMPTION FROM LABEL APPROVAL
12. NET CONTENTS 1 3.c3|.coum. 14. WINE APPELLATION {if on /abel) “For sale i oniy” (Fil in State abtresvietion)
R NTENT @ [J DISTINCTIVE LIQUOR BOTTLE APPROVAL TOTAL

275 ml-3.01L 13.5% Monteroy BOTTLE CAPACITY BEFORE CLOSURE

15 WINE VINTAGE 16, PHONE NUMBER 17. FAX NUMBER (AIICT

DATE {If on labai) d E RESLIMISSERDN AFTER REJECTICN
2005 585-396-7570 585-396-T831 T8 D 26 =DM |

19
BELOW. OR {b) BLOWN, BRANDED OR EMBOSSED ON THE CONTAINER (e g .

SHOW ANY WORDING (8) APPEARSNG ON MATERIALS FIRMLY AFFIXED TO THE CONTAINER (e.g.

PART il - APPLICANT'S CERTIFICATION

CApS. Celosedix. corks, wic.} OTHER THAN THE LABELS AFFIXED
nef confents, 8¢.). THIS WORDING MUST BE NOTED HERE EVEN IF IT DUPLICATES
PORTIONS OF THE LABELS AFFIXED BELOW. AL3SO, PROVIDE TRANSLATIONS OF FOREIGN LANGUAGE TEXT APPEARING ON LABELS

aitached to an aiginal TTB F 5%

riificais’Exemption of Label/Bcitle Approval

Under the ponaities of perjury, | deciare: that ail ts appearing on this application are true and correct to the bast of my knowlsdge and bakaf:
and, thal the rapreseniations on ihe labsls attached to this form, including supplomental documents, truly and correctly represent the content of the
comainers 1o which these labels will bg appied. | alsa certify that | have read. undarstood and compied with the cor

and Instr which are

20 DATE OF APPLICATION |21 E OF A
9/21106 w

DAGENT |22 PRINT NAME OF APPLICANT OR AUTHORIZED AGENT

Christopher H. Benziger, Antomey-in-Fact

TE
This cedtilizaie i3 issued suliject to applicable iaws, regulations and condilions ss set forth in the instructions portion of this 'I'crm

23 OATE ISSUED =T
NOV 0 9 2005 |7t o rocuesclt )
[ Y] ¥

QUALIFICATIONS

EXPIRATION DATE (If any)

MONTEREY
CHARDONNAY

/n'n > e /r.l rawnrioert

AFFIX COMPLETE SET OF LABELS BEL.OW (See General instructions 4, 6 and 7)

W AN AW TR Ty Loy

VINTID & BOTILED BY
ESTANCIA ESTATES
SONGRA, CA LPSA . CONTAIKS SIAFITES  /40m

QOVIRMMERT WARNING. (1) AZCORDING TO THE
EUmEEDb GINERAL WIMDN LHOULD NOT SRiwE

EEVETANTT DL MRERANLY WTALST
OF THE REBA OF DTH DFFECTLL [ COWEUMAITION OF

& Ci (18 DERATY WRACATSERT, Ml MAT TAURE
HRALTH PR

ERTANCIA CHARDONNAY
At Lstamna, we ayersec the winemaksng proces
rape oo glane Batancia’s handcrafred
avie minemabing resubey it Chardonnay

bustting vl Masars oof passion Trunt. guava and
Big that waher s a creamy . round Finesh
Lincork 4nd unwand.

TTS F 5100.31 (8/2008) PREVIOUS EDITIONS ARE OBSOLETE

https://www.ttbonline.gov/ALF D/publicViewlmage.do?id=06300003000012

1/24/2011



PAUL W. REIDL Page 1 of ]

OMB No. 15130020 [C1/31:2009)

SES e
DEPARTMENT OF THE TREASURY i
0?323_003_000004 ALCOHOL AND TOBACCO TAX AND TRADE BUREAL
p APPLICATION FOR AND CERTIFICATION/EXEMPTION OF
1 REP D NO (¥ anyy T % LABEL/BOTTLE APPROVAL
(S0 Instruclions and Paperwork Reduchon Aci Nofe o Betow)
¢ SLANT HEGISTR Y BASIC 3 SOURCE OF PROCUCT [ B ) FART | . APPLICATION
1t RMITBREWER'S NO (Réauirod; Reguinod? 8 NAME AND ACDRESS OF APPLICANT AS SHOWN ON PLANT REGISTRY BASIC
- PERMIT OR BREWER'S NOTICE INCLUDF APPROVED DIBA O TRADEMNAME IF
[EALTE ST N 7] Domasna O impurtea LSED ON THE LABEL (Reogquired)
4 SFRIAIL NUMBER (Requreot 5 TYPE OF PRODUCT 1 QFTSRGEID SRl (3
I 26200 Arnold Dene
+ Ruqured)
vE AR 1 b WINE Sanomia, UV 254768
T 'l u 1 % i DISTILLED SPIRITS I 1PBA  Lstancia zstotles
: MALT A - - — - —
l - MALT BEVERAGES sz  MAILING ADDRESS. IF DIFFERENT
6 BRAND NAME (Roqured) L
1 shanene Constellnbion Wines U S
- . I8 N T
7 OFANCH UL NAME (i any) ' (-‘ l?1 :tl“h""l“:;‘\:“r-:(j _‘i:"‘ld
Mnnacies Ranehes q M ERELIL NS =
9 +FMAIL ADDRESS 0 FORMULAMSOP NO 11 LAB NO & DATE/PRE- r'l TYPE OF APPLICATION [Gnpeh a8DI< e Dov S
14 any) IMPORT NO & OATE (M any) 4[] GERTIFICATE OF LADEL APPROVAL
PITEIN hl.‘ll/lgl.'l'hl AW Uk
{b [J CERTIFCATE OF EAEMPTION FROM LAB | APPROM A
12 MNET COMTENTS 1% ALCOHOL Y4 WINE APPELLATION Hf o tabed) Borsalven _ _ anigT i Fol A SI0t JORfe st
i~s CONTENT i ¢ ] DISTINCTIVE LIDUOH BOTTLE &PPuiiza taTal
TS ml i 14 A, Memuerey 4 vuni BOTTLE CAPACITY REFORE CiL OS5 RE
YROWINE VINTAGE 16 PHONE NUMBER 17 FAX NUMBER (Cf Hr gonsgranr)
DYATE (# an tabel) o [ RESUDAMISSION AF TER REJEC TION
Y- ARA- UG TaTH) ARA- 6. TR e - .

19 SHOW ANY WORDING i4) APPE ARING ON MATERIALS SIREL' SFEIED TO THE CONTANER ©g Cops ceiosns s cors o | OTHER THAN THE LABELS AFEIRED
BE.OW OR (D) BLOWN BRANDE D OR EMBOSSCD ON THE CONTAMER 0 g Aef conlonis ric FHIS WORDING MUST BE NOTED HERE EVEN ? iT DUPL CATES
PORTIONS OF THE LABELS AFFIRED BELOW ALSO PROVIDE THANS ATIONS Of FORCIGN LANGUAGE TEXT APPEARING ON LABELS

Oy cork Estane

CUneork & Dlmwomd, sows ostanciaswinery com

o _ . __ _PART Il - APPLICANT'S CERTIFICATION
Under Ibe ponales of perjury | declare Thal all stalements appeanng on this applicabion are irue and corract 10 the bast of my knowledge and bahked,
and. Ihat the roprosentalions on the labels atlachad 10 this form ncivding suppiemanial docwnents. ruly and corraclly rgprasaent (he conten™ of Ine
SONIBNErs 1o whIGh theda labels will bo apphed | also ceriy 1hal | have ‘ead undarslooo and compbed wilth the condinond and INBTUChuns winch afe
macnaa o an ongmal TTE F S100 artficale’Exemphion of Label/Boltia roval
e = B —

20 Dasg OF -\PPLlcaTION—I2t M.OF APPLICANT OR ALTHL T AGENT |22 PRINT NAME OF APPLICANT OR AUTHORISED AGENT

I F5 07 I

= | ( hnswopher H1 Bensager. Anomeys g Facs
PART ill - TT8 CERTIFICATE
Trus cerbhcale s Wsued subject 1o apphcable laws ragulations snd condiligng as sat forth N NG iNsiruchions portics ol e Torm
73 DATE ISSUED [}a AU}'?R ED SIGNATURE ALCOHOL AND TOBACCO TAX AND TRADE BURLAL
17
W )

NOV 7 1 7007 asls Jasd

-

FOR 778 USE ONLY
QUALIFICATIONS

EXPIRATION DATE (If any}
1
|

AFFIX COMPLETE SET OF LABFLS BELOW (S0 Gengral insiructons 4 6 and 7}

ESTANCIA MONTEREY COUNTY SAUVT:
GNON BLAN!
PINNACLES RANCHES <

o
< ~
o . PINNACLES
- \{mm:uu
%
2 —an
L
- L)

e Pavna o Ran.hce are meay Murie
Peteps i ek earming
2007 worfe L

Wt ab g P Feoes

s 4t g 0 and genele PECVALAR [or £rabf e
Sauviecnon Branc : v |

septeral Utannts Fanan Seovignon Bian, gl
: o . be
h m)ﬁku mrlu;: pe 3t and s rep caras Havaes dhit nuﬁ..t r:-:t -.:?“:
o Fherllene march e watonnd andd aprs dish Y
MonTEREY COUNTY Leain nwsre abuut F acan L
W ealanutae ety

MINIFira besl 111 By I8 AN T
TRlALIN ovdninga o Al frl‘l.(.\ih\*
TUONTAINASMULFITES  wopdr

HE?"':%‘ : 'i’ﬂ%ﬁ o, rgﬁ;
e

i+
Siranic
BT AL

ey d i ite iaar whery il hg

BN Sy e w A duneg dass

Savvagnan Blam  Woe employ aieians
¥OEsl deTnienedr s

Ferbout It gy g

 Wnery ar

PinvnNacites Rano HES
TTe r HANDCRAFIEL ** ARTITAN LROWN

https://www.ttbonline.gov/ALFD/publicViewlmage.do?id=07323003000004 1/24/2011




PAUL W. REIDL Page 1 of 1

CMEB No. 1513-0020 (D1/31/2000)

DEPARTMENT OF THE TREASURY
ALCOHOL AND TOBACCO TAX AND TRADE BUREAU
APPLICATION FOR AND CERTIFICATION/EXEMPTION OF
LABEL/BOTTLE APPROVAL
lsooanMPmmMucmmmm;
PART I - APPLICA‘I’ION

| G NAME AMD ADDRESS OF APPLICANT AS SHOWN ON PLANT REGISTRY, RARIC
PERMIT, OR BREWER'S NOTICE. INCLUDE APPFROVED DBA OR TRADENAME IF
USED ON THE LABEL (.

+ SERIAL NUMBER (Regewma 5 TYPE OF PRODUGT | Franciscan Vineyards, Inc.

Tt REP iD NO (¥ any)

2 PLANT REGISTRY/BASIC
PERMITBREWER'S ND (Requred}

HW-CA-6212

SE—— g Required) 26200 Amold Drive
YEAR 1' WINE Sonoma, CA 95476
ol gl o 1 7 |4 DISTLLED SPIRITS | DBA Estancia Estates
_L, L I . ] ] ____l'ﬂ_ALT BEVERAGES B - o -
8 BRAND NAME (R rod) -— 1 8. MAILIP.JG ADPRESS. IF DIFFERENT
Estancia Constellation Wines U.S.
? FANCIFUL NAME (rany) T | 23 Nonth Bloomficld Roed
I’innal.lcs Ranches ananduigua, S
o EMAIL ADDRESS 10 FORMULAISOP NO. 11 LAB NO & DATE/PRE- ® TYPE OF APPLICATION (Chack appicadiy bostesl)
ir IMPORT N ATE ¢ LABE
chnis.bennger@ewine.com glany) o O & DATE (if any} | CERTIFICATE OF L APPROVAL
- _ i I - U CERTWICATE OF EXENMPTION FROM LABEL APPROVAL
12 NET CONTENTS 13 ALCOHOL | 14 WINE APPELLATION (¥ on iabed) “For aahe = andy” (Filf in STate aborevianan)
CONTENT e [] DISTINGCTIVE LIGUOR BOTTLE APPROVAL TOTAL
o 3?5 mi-30L ) | 13.5% Monterey BOTTLE CARACITY BEF ORE CLOSURE
15 WINE VINTAGE 1@ PHONE NUMBER [ 77 FAX NUMBER LGl
DATE (/f on iabei} a [ RESUBMISSION AFTER REJECTHON
2007 I 585-396-7570 I 585-396-7831 TT8ID
19 SHOW ANY WORDING (8) APPEARING OM MATERIALS FIRMLY AFFINED TO THE CONTAINER o . sucs. caiosaste corkt. src ) OTHER ThAN THE LABELS AFFIXED
BELGW, OR (b BLOVIN. SRANDED OR EMBOSSED ON THE CONTAINER (s g. ner conients. #tc ) THIE WORDING MUST BE NOTED HERE EVEN IF IT DUFLICATES
PORTIONS OF THE LABELS AFFIXED BELOW ALSO, PROVIDE TRANSLATIONS OF FOREIGN LANGUAGE TEXT APPEARING ON LABELS
Net to be cmb d on
N o o - W= APRLICANT'S CERTIFICATION = R
Under the panaities of patjury, | dacl th ! ring on this appllcation are true and correct 1o the bost of my knowl.agc and balief,

and, that the represantations cn the labals aitached to this lonn Pt t do truly and corractly raprasent the content of the
containers 0 which thesea labels will ba applied. | aiso certify that | have ‘read, underatcod and compitad with the conditions and instructions which are
atlached 1o an oﬂqin.l_TT;I_F_SWemﬁullexcmmhn of Latw/Bolis roval

T

20 DATE OF APPLICATION |21 APE T 22 PRINT NAME OF APPLICANT OR AUTHORIZED AGENT

OF APPLICANT OR
2 29/0% _@.{_ i = | Christopher H. Benziger, Attomey-in-Fact

PART il - TTB CERTIFICATE

Thes n-rﬁﬁuu is issued subject [ nppllcablo laws, regulations and rowalifinns as set forth 1n the Inslructions portlon of inis form

DA Al D SIGNATURE, ALCOHOL AND TOBACCO TAX AND TRADE BUREAU
AT ST Ay 5

QUALIFICATIONS

EXPIRATION DATE {If any)

AFFIX COMPLETE SET OF LABELS BELOW {Seoe General instructions 4, 8 and 7)

FRAN T

BSTANCLA MONTEREY PINOT NOIR
PINNACLES RANCHES

L3 o, S
o s g T

:
- i
e,
: Ll Powsacdes Rane

vt s Rlomt ey s P stie const wherr o | bog ameeps L
s rsting Erang way t0 warm sy Jays perbear for 2 pring werkd lae
2007 Pimot Naae We vn-ﬁn, 2 rman weneniking pracaes such o genede presung and
P snadl barred aging o coatt wires ul o ep u.-mr.lm..u. bseanns oo Moo display o
E ute oo berey Hawis spar and o el supplc hant
: iNoT Noir e EACA ey
E MONTERB\' : \|.\’III'I£\IKY'IIll'llH\lNlANlIAFQ-IJ\II'.'\

"E'.

PinnacLEs RaNncHES : ETFN'IE‘Q "'%ti”ﬁﬁ: g '}h’q« | | ’
HANDCRAFTED ** ARTISAN GROWRN IIL__ L ‘-L.F" ‘}r hﬁn(uﬂmv i L |

"ll'llr Hh\I'H --vr

TTB F 3100.31 (§/2008) PREVIOUS EDITIONS ARE OBSOLETE .}‘ N

https://www.ttbonline.gov/ALFD/publicViewlmage.do?id=08064003000008 1/24/2011



BRI TN

PAUL W. REIDL

OMB No. 15130020 (01/31/2008}

08084-003-000006
1 REP ID. NO. {if any}

2 PLANT REGISTRY/BASIC
PERMIT/BREWER S NO (Raqguired)

BW-CA-6212

4 SERIAL NUMBER (Requwed!

sl lo|lv|7ls
8 ER.AND NAME fR‘un!&d)
Estancia

7 FANCIFUL NAME (f any)
Pinmnacles Ranches
2 EMAIL ADDRESS

chiis.benziger@ewine.com

{If any)

15 WINE VINTAGE | 16 PHONE NUMBER
DATE (/ on tabol)

3607 585-396-7570

3 SOURCE OF PRODUCT ]
{Required)

7] Domesuc

{Clhmponea

s TYPE OF PRODUCT

v‘ern' T 77| e
WINE
DISTILLED SPIRITS

d MALT BEVERAGES

10 FORMULA/SOP NO (11

14 WINE APPELLATION (If on iabal)
Maonterey County

12 MET CONTENTS | 13 ALCOHOL I
CONTENT
A7Sml-30L0 13.5%

DEPARTMENT OF THE TREASURY
ALCOHOL AND TOBACCO TAX AND TRADE BUREAU
APPLICATION FOR AND CERTIFICATION/EXEMPTION OF
LABEL/BOTTLE APPROVAL
(See ingtructions and Plpa'wnrﬁ Raduction Act NOtice Below)
FART i - APPLICATFION
8 NAME AND ADDRESS OF APPLICANT AS SHOWN ON PLANT | REGISTRY, BASIC
PERMIT QR BREWER'S NOTICE INCLUDE APPROVED DBA OR TRADENAME IF
USED ON THE LABEL (Required)}
Franciscan Vineyards. [ne.
26200 Amald Drive
Sonoma. CA 95476
DBA Estancia Estates

82 MWAILING ADDRESS. IF DIFFERENT
Constellation Wines U.S

235 North Bloomficld Road
Canandaigua, NY 14424

=
B8 TYPE OF APPLICATION (Chack apokcable bor(ws)}
a CERTIFICATE OF LABEL APPROVAL
b ] CERTIFICATE OF EXEMPTION FROM LABEL APPROVAL
“For sais Gniy” (Fol in Stwle atrbriwikivon)
c ] DISTINCTIVE LIQUOR BOTTLE APPROVAL TOTAL
BOTTLE CAPACITY BEFORE CLOSURE
(FM i @mounl)
d 1 RESUBMISSION AFTER REJECTION
7B ID

LAB NOQ & DATEFPRE-
IMPORT NOQ & DATE (1If any)

17 FAX NUMBER
585-396-783|

I
BELOW, OR {b) BLOWN,

Met contenis to be embossed on container.

SHOW ANY WORDING (-] A.ﬂPEARING O MATER!ALS FIRMLY AFFIXED TO THE CONTAINER J' 8. r.‘m closdait. corks #ic ; OTHER THAN THE LABELS AFFIXED
BRANOED OR EMBOSIED ON THE CONTAINER (s g . nel contents. eic
PORTIONS OF THE LABELS AFFIXED BELOW ALSD, PROVIDE TRANSLATIONS OF FOREIGK LANGUAGE TEXT APPEARING ON LABELS

+ THIS WORDWNG MUST BE HNOTED HERE EVEN IF IT DUPLICATES

and, that the representations on the labe tached
conlsiners to which thesa labels wilt ba applied.
attached o an original TTB F §100.3

20 OATE OF muncAnoM]h -

2 39008

Under tha panalties of penury. | declare. that all statamants

| also certify thal | have read,
m:nutExemplim of L:b-llButﬂt

OF APPLICANT OR &01T

PART Il - APPLICANT" R‘I‘l ICATION ; .
g on this app jon are true and correct to the best of m my lmowlndn- and caiaf,
to this form, Including ants. iruly and correcily repressant the contant of the

th tha and inste

d and which are

Fu . PRINT NAME OF APPLICANT OR AUTHORIZED AGENT
Christopher H. Benziger, Attomcy-in-Fagt

PART It - TTH CERT

" This cenifh

bject mlpphunbln llws regul Iath

2 OATRRRUTR 2008 ]"?f By o

Iﬂd

a8 se1 forih in The instructions portion of this form

QUALIFICATIONS

FOR T NLY

| EXPIRATION DATE {if any)

FravT

AFFIX COMPLETE SET OF LABELS BELOW (Seo Genersl Inatructions 4, 8 and 7}

2007
CHARDONNAY
MonTEREY COUNTY

Pinwacres Rancuas

HANDCRAPTED H ANTISAN GROWN

BSTANCEA MONTERIY CHARDONNAY
rm_ ACLES mANCHES
- A e

-~

e

.,
» are near M ontgary n!‘a nh carant whire

-
'\....

Chue 1-.."...zn Raneh | fong e eeps w0
caub eveiny gning % s 0 waem sunny daps peefect tor speaing macld L lass
¢ hardonnas We emplos arinan winemahing praitoe v as vosbe peosing and

sriat Farssl agrng t0 - raft wines of encrpional chaes ter sesn Chardonnas
sty Lapa Justy tr vpacsl Fruie favats and 4 sor cieamy foak
VW CACAN MAWInCTY L ohe
\'INIII‘A Nl‘l Il ) I\B\ t \l ANUIA ENLATES

s 'Il‘r
=2 LT
3 o ERIONRY

i HEAUOI&‘( 1k | S

LT )

TTB # 3100.37 (8/2008)

PREVIOUS EDITIONS ARE OBSOLETE

https://www.ttbonline.gov/ALFD/publicViewlmage.do?id=08064003000009

Il

Page 1 of 1
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OMB No. 1513-0020 PAUL W. REIDL

OMB No. 1513-0020 (01/31/2009)

FOR TTB USE ONLY DEPARTMENT OF THE TREASURY
ALCOHOL AND TOBACCO TAX AND TRADE BUREAU

APPLICATION FOR AND
CERTIFICATION/EXEMPTION OF LABEL/BOTTLE
APPROVAL

(See Instructions and Paperwork Reduction Act Notice on Back)

1. REP. ID. NO. {If any)

8. NAME AND ADDRESS OF APPLICANT AS SHOWN ON PLANT

2. PLANT 3. SOURCE OF
REGISTRY/BASIC PRODUGT (Required) REGISTRY, BASIC PERMIT OR BREWER'S NOTICE. INCLUDE APPROVED
PERMIT/BREWER'S , DBA OR TRADENAME IF USED ON LABEL (Required)
NO. (Required) 7! pomestic

BW-CA-6212 I imported RAVENSWOOD WINERY, FRANCISCAN VINEYARDS, INC.

’ 26200 ARNOLD DR

4, SERIAL NUMBER 5. TYPE OF PRODUCT SONOMA CA 95476
(Required} {Required)

080238 7 wine ESTANCIA ESTATES (Used on labei)

E"' DISTILLED SPIRITS

[7. MALT BEVERAGE

6. BRAND NAME (Required) 8a. MAILING ADDRESS, IF DIFFERENT

ESTANCIA
7. EANCIFUL NAME (if any)
PINNACLES RANCHES
9. EMAIL ADDRESS 10. FORMULAISOP NO. {i1. LAB. NO. & DATE/ [18. TYPE OF APPLICATION
PREIMPORT NO. & (Check applicable box{es})
MAILE.PIERI@CWINE.COM (1f any) DATE (if any)
12. NET CONTENTS 13. ALCOHOL 14. WINE a CERTIFICATE OF LABEL APPROVAL
750 MILLILITERS (CONTENT ﬁgEtLATION IF ON GERTIFICATE OF EXEMPTION FROM LABEL
138 [7 ArPrOVAL
MONTEREY COUNTY | P For Sale e ONIY" FIl 0 Stato
viation.,
15. WINE VINTAGE DATE IF |16, PHONE NUMBER 7. FAX NUMBER DISTINCTIVE LIGUOR BOTTLE APPROVAL.
ON LABEL (707) 967-2177 (707) 867-2129 [o, TOTAL BOTTLE CAPACITY BEFORE CLOSURE
2007 C. b (FitE in amount)

RESUBMISSION AFTER REJECTION
4. 7 TBID.NO.

19. SHOW ANY WORDING (a) APPEARING ON MATERIALS FIRMLY AFFIXED TO THE CONTAINER (e.g., caps, celoseals, corks,
etc.) OTHER THAN THE LABLES AFFIXED BELOW, OR (b) BLOWN, BRANDED OR EMBOSSED ON THE CONTAINER (e.g.. net
contents etc.}). THIS WORDING MUST BE NOTED HERE EVEN IF (T DUPLICATES PORTIONS OF THE LABELS AFFIXED
BELOW. ALSO, PROVIDE TRANSLATIONS OF FOREIGN LANGUAGE TEXT APPEARING ON LABELS.

NET CONTENTS WILL BE BLOWN ONTQ BOTTLE. CORK VERBIAGE ESTANCIA AND WWW.ESTANCIAWINERY.COM.
CAPSULE VERBIAGE 'E'.

PART Il - APPLICANT'S CERTIFICATION

Under the penalties of perjury, | declare; that all statements appearing on this application are true and correct o the best of my

knowledge and belief, and, that the representations on the [abels attached to this form, including supplemenial documents, truly and
correctly represent the content of the containers to which these labels will be applied. | also cerlify that | have read, understood and
complied with the conditions and instructions which are attached to an original TTB F 5100.31, Certificate/Exemption of Label/Bottle

Approval

20. DATE OF |21, SIGNATURE OF APPLICANT OR AUTHORIZED AGENT 22. PRINT NAME OF APPLICANT OR
APPLICATION (Application was e-filed) AUTHORIZED AGENT
11/14/2008 MAILE PIERI

PART Il - TTB CERTIFICATE

This certificate is issued subject to applicable laws, regulations and conditions as set forth in the instructions portion of this

form.
t

https://www.ttbonline.gov/colasonline/viewColaDetails.do?action=publicFormDisplay &ttbid=083190010...

Page 1 of 3

1/24/2011



OMB No. 1513-0020 PAUL W. REIDL

11/25/2008 JM@ f ! ;

23. DATE ISSUED |24. AUTHORIZED SIGNATURE, ALCOHOL AND TOBACCO TAX AND TRADE BUREAU

FOR TTBE USE ONLY

QUALIFICATIONS

STATUS
THE STATUS IS APPROVED.

CLASSITYPE DESCRIPTION
TABLE WHITE WINE

EXPIRATION DATE (If
any)

AFFIX COMPLETE SET OF LABELS BELOW

Image Type: Brand (front)
Actual Dimensions: 3.78 inches W X 3.23 inches H

2007
CHARDONNAY
MonTteEREY COUNTY

PinnacreEs RANCHES

HANDCRAFTED % ARTISAN GROWN

o o b i o “x

image Type: Back
Actual Dimensions: 4.13 inches W X 3.30 inches H

https://www.ttbonline.gov/colasonline/viewColaDetails.do?action=publicFormDisplay &ttbid=083190010...

Page 2 of 3

1/24/2011



OMB No. 1513-0020 PAUL W. REIDL Page 3 of 3

MAX GROUP SPECIAL SELECTION
ESTANCIA MONTEREY CHARDONNAY
PINNACLES RANCHES

CARMBL T2 f‘
muis | PINNACLES R
e RANCHES i

” L4 f
Our Pinnacles R:mﬂ]e.s are near ‘\dnnrcrey s Pacific cu:;i where cool fog sweeps in
Cl(h cvcmng, gwmg WIY Lo warm, SU.ﬂnY d:.ys Pﬂffm FOF npemng wurld class
Chardonnay. We employ ardsan winemaking practices such as genle pressing and
small barrel aging to craft wines of exceprional chacacrer. Estancia Chardonnay
displays lush, tropical fruit flavors and  soft, creamy finish.
www.cstanciawinery.com
VINTED & BOTTLED 8Y ESTANCIA ESTATES
SONOMA, CALIFORNIA - CONTAINS SULFITES || "

GOVERNMENT WARNING. 'S‘l) ACCORDING 0 T%'IE
SURGEGN GENERAL DRI
LEOHO! ERAGES DURI if PREG([J\!?HEY BECAUSE

IV A CAR OR OPERATE MACHI(RILIIEEY AB%TYMI\Q
CAUSE HEALTH PROBLEMS, 0483085 39055 6

TTB F 5100.31 {6/2006) PREVIOUS EDITIONS ARE OBSOLETE

https://www.ttbonline.gov/colasonline/viewColaDetails.do?action=publicFormDisplay &ttbid=083190010... 1/24/2011



OMB No. 1513-0020

PAUL W. REIDL

OMB No. 1513-0020 (01/31/2009)

1. REP. ID. NO. {if any}

FOR TTB USE ONLY

DEPARTMENT OF THE TREASURY

ALCOHOL AND

APPLICATION FOR AND
CERTIFICATION/EXEMPTION OF LABEL/BOTTLE

PART | - APPLICATION

{See Instructions and Paperwork Reduction Act Notice on Back)

TOBACCO TAX AND TRADE BUREAU

APPROVAL

2. PLANT
REGISTRY/BASIC
PERMIT/BREWER'S
NO. (Required)

BW-CA-6212

3. SOURCE OF
PRODUCT (Required)

F# Domestic

s Imported

4. SERIAL NUMBER
{Required)

080239

5. TYPE QF PRODUCT
{Required)

v WINE

7% DISTILLED SPIRITS

i MALT BEVERAGE

8. NAME AND ADDRESS OF APPLICANT AS SHOWN ON PLANT
REGISTRY, BASIC PERMIT OR BREWER'S NOTICE. INCLUDE APPROVED
DBA OR TRADENAME IF USED ON LABEL {Required}

RAVENSWOOD WINERY,
26200 ARNOLD DR

SONOMA CA 85476

ESTANCIA ESTATES (Used on label)

FRANCISCAN VINEYARDS, INC.

Page 1 of 3

ESTANCIA

6. BRAND NAME (Reqmred)

PINNACLES RANCHES

7. FANCIFUL NAME (If any}

8a. MAILING ADDRESS, IF DIFFERENT

MONTEREY COUNTY

9. EMAIL ADDRESS 10. FORMULA/SOP NO. i1, LAB. NO. & DATE/ [18. TYPE OF APPLICATION
AILE. . PREIMPORT NO. & (Check applicable box{es))
M lf PIERIQCWINE.COM | ) PATE (f amy)
12. NET CONTENTS 13. ALCOHOL 14, WINE F’- CERTIFICATE Of LABEL APPROVAL
750 MILLILITERS CONTENT APPELLATIONIFON | &
L.ABEL CERTIFICATE OF EXEMPTION FROM LABEL
13.5 APPROVAL
b. “For sale in

only™ {Fill in State

ON LABEL
2008

15. WINE VINTAGE DATE IF

16. PHONE NUMBER
(707) 967-2177

17. EAX NUMBER
(707) 967-2129

abbreviaticn.)

DISTINCTIVE LIQUOR BOTTLE APPROVAL.
TOTAL BOTTLE CAPACITY BEFORE CLOSHRE
{Fill iIn amount)

RESUBNISSION AFTER REJECTION
TTEID. NO,

CAPSULE VERBIAGE: "E"

AT THE TOP.

19. SHOW ANY WORDING (a) APPEARING ON MATERIALS FIRMLY AFFIXED TO THE CONTAINER (e.g., caps, celoseals, corks,
etc.} OTHER THAN THE LABLES AFFIXED BELOW, OR (b) BLOWN, BRANDED OR EMBOSSED ON THE CONTAINER (2.g., net
contents etc.). THIS WORDING MUST BE NOTED HERE EVEN IF IT DUPLICATES PORTIONS OF THE LABELS AFFIXED
BELOW. ALSCO, PROVIDE TRANSLATIONS OF FOREIGN LANGUAGE TEXT APPEARiNG ON LABELS.

PART Il - APPLICANT'S CERTIFICATION

Under the penalties of perjury, | declare; that all statements appearing on this application are true and correct to the best of my
knowledge and belief; and, that the representations on the labels attached to this form, including supplemental documents, truly and
correctly represent the content of the containers o which these labels will be applied. | also certify that | have read, understood and
complied with the conditions and instructions which are attached to an original TTB F 5100.31, Cetificate/Exemption of Label/Bottle

Approval.
20. DATE OF |21. SIGNATURE OF APPLICANT OR AUTHORIZED AGENT 22. PRINT NAME OF APPLICANT OR
APPLICATION (Application was e-filed) AUTHORIZED AGENT

11/14/2008 MAILE PIERI

PART lll - TTB CERTIFICATE

form.

This certificate is issued subject to applicable laws, regulations and conditions as set forth in the instructions portion of this

23. DATE ISSUED

https://www.ttbonline.gov/colasonline/viewColaDetails.do?action=publicFormDisplay&ttbid=083190010...

24. AUTHORIZED SIGNATURE, ALCOHOL AND TOBACCO TAX AND TRADE BUREALU

1/24/2011



OMB No. 1513-0020 PAUL W. REIDL

| Mels bBacknentt

FOR TTB USE ONLY

QUALIFICATIONS

STATUS
THE STATUS IS APFROVED.

CLASS/TYPE DESCRIPTION
TABLE WHITE WINE

EXPIRATION DATE (If
any)

AFFIX COMPLETE SET OF LABELS BELOW

Image Type: Back
Actual Dimensions: 3,25 inches W X 3.85 inches H

ESTANCIA MONTEREY COUNTY SAUVIGNON BLANC
PINNACLES RANCHES

By PINNACLES

R RANCHES

Qur Pinnacles Ranches are near Monterey's Pacific coast where ceol fog
sweeps in each evening giving way ro warm, sunny days perfect for tipening
world-class Sauvignon Blanc. We employ artisan winemaking practices
such a5 native yeast fermentation and gende pressing to craft wines of
exceptional character. Bstancia Sauvignon Blanc displays bright
honeydew melon, pear, and crisp cierus flavors thar make chis wine an
excellent match ro seafood and spicy dishes, or eo savor on its own.
Learn more abouc Esrancia Winery ac:
www.ﬂmncmwmery .COTEE
VINTED & BOTTLED BY ESTANCIA
BSTATES, SONOMA, CALIFORNIA
CONTAINS SULFITES - 750ML

GOVERNMENT WARNING: '&1) ACCORDING TO THE
SURGEOH GENERAL WOHE SHOULD NOT DRINK

ALCOHOLIC B DBLURING P! REGNANC( BECAUSE
OF THE RISK IRTH U CTS CONSUHPTION OF
ALCDHDLIC BEVERAG MPAL T0

DRIVE A CA RAT CHINERY AND MAY
CAUSE HEALTH PRGBE.EMS

lnage Type: Brand {front)
Actual Dimensions: 3.16 inches W X 4.30 inches H

hitps://www.ttbonline.gov/colasonline/viewColaDetails.do?action=publicFormDisplay&ttbid=083190010...

Page 2 of 3

1/24/2011



OMB No. 1513-0020 PAUL W. REIDL Page 3 of 3

2008
SAUVIGNON BLANC

MonNTEREY COUNTY

PrenacLes RaNcHES

HANDCRAFTED ﬁ ARTISAN GROWN

13.5% by val.

TTB F 5100.31 (6/2006) PREVIOUS EDITIONS ARE OBSOLETE

https://www.ttbonline.gov/colasonline/viewColaDetails.do?action=publicFormDisplay &ttbid=083190010... 1/24/2011



OMB No. 1513-0020

PAUL W. REIDL

Page 1 of 3

OMB No. 1513-0020 {01/31/2009)

FOR TTB USE ONLY

[11. REP.ID. NQ. (If any)

P

DEPART
ALCOHOL AND

APPLICATION FOR AND
CERTIFICATION/EXEMPTION OF LABEL/BOTTLE

(See Instructions and Paperwork Reduction Act Notice on Back)

- APPLICATION

MENT OF THE TREASURY
TOBACCO TAX AND TRADE BUREAU

APPROVAL

2. PLANT
REGISTRY/BASIC
PERNIT/BREWER'S
NO. (Required)

BW-CA-6212

3. SOURCE OF
PRODUCT (Required)

F Domestlc

5.1 Imported
[ e

4, SERIAL NUMBER
(Required)

080268

5. TYPE OF PRODUCT
{Required)

¥ wine
[T mistiLeo seiriTs

[T MALT BEVERAGE

8. NAME AND ADDRESS OF APPLICANT AS SHOWN ON PLANT
REGISTRY, BASIC PERMIT OR BREWER'S NOTICE. INCLUDE APPROVED
DBA OR TRADENAME IF USED ON LABEL (Required)

RAVENSWOOD WINERY, FRANCISCAN VINEYARDS, INC.
26200 ARNOLD DR

SONOMA CA 95476
ESTANCIA ESTATES (Used on fabel)

ESTANCIA

6. BRAND NAME (Required)

PINNACLES RANCHES

7. FANCIFUL NAME (f any)

8a. MAILING ADDRESS, IF DIFFERENT

9. EMAIL ADDRESS

MAILE.PIERI@QCWINE.COM

10. FORMULA/SOP NO.

11. LAB. NO. & DATE {
PREIMPORT NQ. &

(If any) DATE (if any)
12. NET CONTENTS 13. ALCOHOL 14, WINE
CONTENT APPELLATION IF ON
3 LITERS oy i
MONTEREY COUNTY
15. WINE VINTAGE DATE IF 6. PHONE NUMBER 17, FAX NUMBER
ON LABEL (707) 967-2177 (707) 967-2429
2008

18. TYPE OF APPLICATION
(Check applicable box{es))

CERTIFICATE QF LABEL APPROVAL

a V'
CERTIFICATE OF EXEMPTION FROM LABEL
[""' APPROVAL
b. }- “For sale in only" {Fill in State
abbrevlation.)
DISTINCTIVE LIQUOR BOTTLE APPROVAL.
r TOTAL BOTTLE CAPACITY BEFORE CLOSURE
G. b (FIll in amount)
- RESUBMISSION AFTER REJECTION
d. l— TTB ID. NO.

19. SHOW ANY WORDING (a) APPEARING ON MATERIALS FIRMLY AFFIXED TO THE CONTAINER {e.g., caps, celoseals, corks,
ete.) OTHER THAN THE LABLES AFFIXED BELOW, OR (b) BLOWN, BRANDED OR EMBOSSED ON THE CONTAINER {e.g., net
contents ete.). THIS WORDING MUST BE NOTED HERE EVEN IF IT DUPLICATES PORTIONS OF THE LABELS AFFIXED
BELOW. ALSO, PROVIDE TRANSLATIONS OF FOREIGN LANGUAGE TEXT APPEARING ON LABELS.

PART Il - APPLICANT'S CERTIFICATION

Under the penalties of perjury, | declare; that alt statements appearing on this application are true and correct to the best of my

knowledge and belief; and, that the representations on the labels attached to this form, including supplemental documents, truly and
correctly represent the content of the containers to which these labeis will be applied. | also certify that | have read, understood and
complied with the conditions and instructions which are attached to an original TTB F 5100.31, Certificate/Exemption of Label/Bottle

Approval.
20. DATE OF |21. SIGNATURE OF APPLICANT OR AUTHORIZED AGENT 22. PRINT NAME OF APPLICANT OR
APPLICATION (Application was e-filed) AUTHORIZED AGENT

03/23/2009 MAILE PIERI

PART lll - TTB CERTIFICATE

form.

This certificate is issued subject to applicable faws, regulations and conditions as set forth in the instructions portion of this

03/27/200¢

https://www.{tbonline.gov/colasonline/viewColaDetails.do?action=publicFormDisplay &ttbid=090820010...

23. DATE ISSUED |24. AUTHORIZED SIGNATURE, ALCOHOL AND TOBACCO TAX AND TRADE BUREAU

1/24/2011



OMB No. 1513-0020 PAUL W. REIDL Page 2 of 3
FOR TTB USE ONLY

QUALIFICATIONS EXPIRATION DATE (K

When new labels are printed, ali the mandatory information excluding the alcohol content must appear in any}
printing niot smaller than two (2) miltimeters, This includes lower case lettering. See 27 CFR 4.38 (b}.
(bottler's statement, sulfite statement, net content statement must appear in 2mm size prin)

STATUS
THE STATUS |S APPROVED.

CLASS/TYPE DESCRIPTION
TABLE RED AND ROSE WINE

AFFIX COMPLETE SET OF LABELS BELOW

Image Type: Brand {front)
Actual Dimensions: 5,19 inches W X 4.43 inches H

2008
PinoT Noir
MonTEREY COUNTY

PinnvacrLes RancHES

Alc. 13.5% by vol.

HANDCRAFTED :. ARTISAN GROWN

Image Type: Back
Actual Dimensions: 3.75 inches W X 3.00 inches H

https://www.ttbonline.gov/colasonline/viewColaDetails.do?action=publicFormDisplay &ttbid=090820010... 1/24/2011



OMB No. 1513-0020 PAUL W. REIDL

ESTANCIA MONTEREY PINOT NOIR
PINNACLES RANCHES
g

e 0
.l'-f-‘,. T Y '--q\ '.;ﬁ & .
Qur Pmnacles RanEhes";::)n::monte;;;s Pacific coast where cool fog sweeps in
each evening, giving way te warm, sunny days perfeet for cipening world-class

Pinotr Noir. We employ artisan winemaling practices such as gentle pressing and

smali barrel aging ro craft wines of exceprional character. Estancia Pinot Noir displays
tuscious berry Havers, spice and a rich, supplc finish.
www.estanciawinery.com
VINTED & BOTTLED BY ESTANCIA ESTATES
SONOMA, CALIFORNIA - CONTAINS SULEITES - 3.0L

GOVERNMENT WARNING: (1) ACCORDING TO THE SURGEQN GENERAL,
WOMEN SHOQULD NOT DRINK ALCOHOLIC BEVERAGES DURING
PREGMANCY BECAUSE OF THE RISK OF BIRTH DEFECTS, (2) CONSUMP-
TION QF ALCOHOLIC BEVERAGES IMPAIRS YOUR ABILITY TO DRIVE A
CAR OR OPERATE MACHINERY, AND MAY CAUSE HEALTH PROBLEMS.

TTB F §100.31 (6/2006) PREVIOUS EDITIONS ARE OBSOLETE

https://www.ttbonline.gov/colasonline/viewColaDetails.do?action=publicFormDisplay&ttbid=090820010...

Page 3 of 3

1/24/2011



PAUL W. REIDL

(otencin

UNCORK & UNwIND

SAVE UP TO $4.00 .
ON ESTANCIA WINES! SAVE $2.00 NOW ON ROAST

(Hancia

SAVE
$3.00
ON ANY
ESTANCIA
WINE

and Save $1 00




PAUL W.

REIDL

B2008 EsTancia EsTaTes. SoLcnan, CA
POSs 87739
WWW.ESTANCIAWINERY,COM

aLY: Sy | sl g Bt anid Sewectvs 4 VE 300 sefnnd check af e e 2
Butthes v Falomors and e eine 2 B8O sorfuiml her i

AEMOVE: Pl o spuie vt busls jog mare v sup pt o st

SEND. Then xotrplesed foem and angiead ¢l cegrtr secrmtinh datod Setrees
1 1068 aed 12 917995 wenths thor paiiune prcred bl

MAIL 163 Drtam o Heand O 5993 PO Do 47921 Wher, AZ 29257 17)

MUSE BE POSTMARELTF BY: § (1A%

NAMEP.
APDDRESS: AFTS:
Saeess Sshben Mat Acouspent M9 Doy
Ty - — —— —STATE . _ 2 - —

=ML .

UNATURE: BIRLIMDATE: - e &

REMLNE) CONTM FRONS:

L evpeees 12 31 85 Hrfmd icqeen e aeupe o boin. onpaseiss ot fhorm ol er
il aSinemne yal b ubole b erape tetaien. o @ bobeuben W e v lysttad
Hoin] Pl dbem AT wrrks G i Lot | piued pre e

WARNINTG

Voend tiere praiubwend, eroed ok cahornne ieire ool mchueet 4. AR HE, IR ME M3, MY
N, O WL TX aed UT Ropnshu mon. s e, b i radee of den fomm. UTT qonhal
o S roorte® oo i Ml et B Wematvd i [V F skl e tubustien o rebesd
e e my sl Mk d prascomnom (o mad mad saler 1% USC Seumen 134 1ML

Manufacturer’s coupon. Offer Expires 23105
© 2004 Estancia Eatates ESofdndCA

Not to be doubled.

S1.00 NOY on Fstancia Wini

mmm.wﬁimnm“
$1.00 savings on the purchass of Extancia wines mmp:.m"v;d
for employess. mmmdam&uuwm

b and wholsesders, or
othar sicoholie [ ., and tamiies and o the
Joregeing, and parsona not of legal drinking age are not elgioie. Void
where NOLIC b doutied. One coupon

RETMLER mmﬂmmmm’.mmwm

mmummimmuumwm

mmlboudg;ﬂ;t'— ol Irmic- e of stock i
‘whire prohibited,

taxac, or Petncied by Lew, Tonoum SENDTUCWCW

wmc::m?&gmn ve:

il must be received within 120
anilﬂen 140418 o

(0

2004 Enancia Escates, CA
POS bam Number; §7740
Mot for resale

(Gncin

Save $2.00 Now on Roast!

Manufacourer'’s Coupan « Explres 1115005 » DO NOT DOUBLE
CONSUMER. To roduln, pritafet tha compon 3t chachi tut 1o racehm 1 $100 umngs
©n the purchase of 30y FoRs. NO wing purthise MRy y.

Thit coupon s am willd lor smplayses, oficers and direceors of Esancla Exaon
arsd oMlisted covipasing. Jormied alcohols brrirage reudian 20d wholriers, oF
avhar sicoholle biverige Sconssnt, 3rd Bymdiay and hausa-holds of the foragong,
3d persons not of lagel dreiang age 5w not elighie. Vol whary prohibiced Mot
0 be doubied One coupon per purchate, AETALLER: Thn caupon will be redeamed
for tace xaiue ndicanad phus §.08 handirg f you recerrs 1 on the 1ale of product
mdcxed Coupon may not by 1signed or tranmferned Ivows proving pondcs of
Roch 1o cover coupbnt muit B ulemetind Upon requeit Voud whare prohibited,
thad, or ruseriche by i To reckiem. SENE TO: CWC Promotonsl Servicet.

PO Box BQI8E, 8 Paso. TX BESEE-D101 Coupon mxpires 111505, Cath valus 1/100C
Coupon wumt b Cireed withon 120 digrs brom sitpirstion date

VAR A

62007 Earancia Wingay. CA
wrw CATAMCIAWINERY . COM
P05 ES016423

oy Ay 1 bk of Fitsrmas wsas snd reeeve 3 63 100 o foad clnde
APFHOVE: el oot otes botthe lop {(iman St fop nart of capusle).
SEND, The comspleed form and orpaal cal regestee revaapeis) duscd brrween
5o 1 o7 a6 3000 weivh e gwrchiate praefd crcded,
MAIL TU: Oter VI - Save §3 oot Biaens
PO, B 204
Yeung Amivscs, MM 53350430

MUST BE POSTMARKED RY. 7715/

NAMF: e —

ADDRESS: . AT
e Adlerd Ml Acrompany POL ey

CITY o e _STATE . I,

h-MAR:

BOMATURE. o e e BIRTHDATE /7 /—

REPLUNG CONTHIONS:

O enjrorey o/ J0rtll, (ey wabid i L) & wyspdtoite oo gl dirsnioeg spe. Peeiinsmd rrguacoos for
groupt Seh ~npeusssen: o e gllicer o rapheven Sy mel deeiack Severage
b or srisdeainn il enl be lemated 1 sracined Mess ditor b X werks 0 dedarn

Lusent | rwtirnd gt sk

WARNING.

okl e profberedl ol 22 aaheme ma 1wt b =, Worprosatron. peeciie uls o fradeng of das
e, UPC bk r st mepstms s onpny wall aae be vamarrd o reborvnd Frasdelost
wlnics. of eefamd ce1vie e E TEsl o eloral vhsnes W sl iread sabe 15 LSC
[ AL




, (Htncia
a/tcta Perfect for Relaxed Holiday Entertaining

Uncork & Unwino

W

SAVE UP TO $4.00 .
ON ESTANCIA WINES! SAVE $2.00 NOW ON ROAST

Maik 1n REBATL. O ¥eK LXPI=Es S/30/2008
OFrcr HOT FOR RESALE. SEE BACK FOR DETAILS

$3.00
ON ANY
ESTANCIA
WINE

iSEE SACK FOR DETAILS)




I
PAUL- W REIDLE
©200%5 EsTancia EsTates. SoLepan, CA I ©2004 Estancla Estates, CA
POS# 57739 POS ke Numberz 57740
WWW. EETANCIAWINERY.COM Not lor resale.

BuUY: Aury | botrde of Exancie amd teccive 2 S1.50 srfund check or boy any 2
boules of Fatanesa and recerve 2 31 00 refiud check.

REMOVE: Fud capuile uver bl top (ewrt have Lup pan of capywi).

SEND: This completed form and oripnal ¢k rogister recripais) Jaed berween
1071705 a0 1243 AU with the guireline pricc(s) cimed.

MAIL TO: Baanca liesad Ofer 3893, PO ox 42971, Maa, AZ B5247-224

MUST BE POS1MARKED HY: 1/15/00

NAME:

ADDRESS: _ ARl _
Strect Addrew Mt Accomqmary PO Bax

ar; —STATG:— __ZIF:

E-MAIL: N

SIGNATURE: __ ___ BIRTHDATE: . A L

REFUND CONDITHONS:

Offet cxpurs LA, Korfond requeas fof groups, clubn, ongasceion o fom offcen v
sreplmyces of (wamcry?. and sheokolic beverge recmlens or whinlealess will wot be hanored or
revmrmnk Pless dlus 6 -8 wevks for delfvery. | ovee | relend per abdreu,

WARNING:

Ve wherr produbucd, axed or shorame ancsed, ickediog AL AR, HI, BN, Mt MS, MO,
NC. OR. OH, TX sl UT. Reprudurnon, parchaw, 1ale of sading of s fewm, LIPC ymbels
or caak. pepper ecccipes will nos be hosured or reommoed. racddos wisssan of refind
cerificate muy mradk m federdd prosararion Ew il Eaod yader 18 UDC Secnams | ML IHZ

Manutacturer's coupon. Offer Expires 23105
© 2004 Estancia Estates, Soledad, GA
Not to be doubled.

Save $1.00 NOW on Estancia W e

. Void where

upon
m.mmmwruw.mm.sém»‘}‘%mwm'
Sorvicas, PO, Box 880181, E1 Paso, TX B8588-0151. Coupan axpires
¥31/05 Cash vaive 1/100¢. Coupon must be mceived within 120 days

from expiration date.

l 1404
5 15'”I|9l

140418

1 5

/]

(810100 1404

CHtancin
Save $2.00 Now on Roast! [
Mamiacturars Coupan + Expires 1715005 « DO NOT DOUSLE

CONSUMEATo redesm, present this coupon st chetk out 10 receive 3. 32 00 wvings
on tha purchase of sy roast. No wine purchasa necessary.

This coupon 5 aot wlld for eraployees, oficers and directors of Estancis Eseatat ;
sbiared !

taned, or restricred by bew. To radeem. SEND TO: CWC Promotions! Services.

PO Box 880184, B Pasa, TX 88588-018). Coupon expires. 171505, Cash valua 1/100¢.
Coupon must be received within 120 days from sxpirstion date.

Offar 14019)

001

92007 Estancia WingRy, CA
WWW.ESTANCIAWINERY,.COM
POSE ES018425

i .
' |
BUY: Any | bottle of Pstamo wine and reocive 8 33,00 rofond <beck.
REMOVE: toil eaprle over bottle tup {rust luve s pant ol capaale).

SEND: ihis compleeed forn and orignal Lash fegtiter foorigis) dated botween
5/1/07 3nd 6/30/08 with the purchase priceld) ciscled.

MAIL TO: Oficy 12261 - Sanv §3 on Esanen
HO. Bax 7249
Young Asucrica, MN 55558-9249

MUST BE POSTMARKEL TY: 771540

NAME;

ADDRESS:__ —_— AP
Swtet Adkbris Munt Accampasy RO Hox

CTY: —  __STATE____ _ I __

E-MAIL:

SICNATURE: i .BIRTHIATE: — /e [

REFRUND CONTHTIONS:

(s expaees /30700 Offry vaid for UL, waldencs of beyal drinkiuag ape. Rethud sequaeny for
roupt. clobn, orgaaind frram officen e conpl ul fwnamcry), seud dicpholic brverage
weakers or wholralers will sat be homaed or revusned. Plese dipw & -8 weeks for delrery,
Lisrin | refond par adelevss.

WARNING:

Voud wikere probibtrd, towd or otherwier rosicied. Ruprodun i, purchuse, ulc of tading of this
love, UPC symbek o cash regisser rec rapis will siot by honosed or returncd. Fraudolems
wbmissices o refisnd certsbicae mzy sevels i ferienal provconon los nud aed mder |3 USC
Secuans 1341, 1142
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02005 Estancia EaTates, Sowepan, CA
POS ¥ 1IO0BE7

NG WINE PURCHABL NECESSARY,

(Htncin

UNcorx & UnwiND

wiTH REALSIMPLE

SAVE UP TO $4.00

- Estamea W ines e

SAVE 25% OFF THE COVER PRICE

SEE BACK FOR DETAILS
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©2004 Estancia Estates, CA
POS ltem Numbar: 5773%
NO WINE PURCHASE NECESSARY. Offar nixt for resate.

OrrFep VaLID B/20/0S - 9/10/05

VOID WHERE PAOHIBITED BY LAW.

Oilfer Expines 171508

BUY: 1 butte of Estancws and reeerve 3 $1.50 ecfund check or buy 2 botde off
Estancia andt recenve 3 54.00 refund check. Ciffer noc applicable on parches
LINWEND WITH YQUR OWN COPY OF REAL SIMPLE of Evancia Red Meriage o ERauwa Rewrrs Pinet Now.
REMOVE: Foil capsule wrer buade wp {nmws inchude wp pant of capaule,
SEND: | hn completed form, (vl capsulets) and oeiginial cash regoecr toceaptis) daced
berween 8/ 1/04 and 1715705 wah che purchase pricet) omhed
MAD, TO: Estanc Brand Offer BOL Box 42921 Offer 1 4383, Mews. AZ B5274-2021

MAGAZINE. ESTANCIA IS BRINGING YOU 25% IN SAVINGS

OFF THE COVER PRIGE FOR AN |NTRODUCTORY

BUBSCRIPTION TG REAL SIMPLE MAGAZINE, MUST BE POSTMARKED E¥: 1731705,
NAME: 3 ;
H
To oBTAIN YOUR ADDRESS: PTre—— P APTH: ——
INTROPDUCTORY MAGAZINE CITY: e STATE: ___ ZIP:
SUBBCRIFTION FOR $5.97 E-MAIL: _ _
CaALL }-BOO-586-2198 FOR SIGNATURE: BIRTHDATE: . ¢ __ /. l

T

DETAILS AND TO HEAR ABOUT REPUND CONDIVIONS:

Clfice cxpanes 12731704, Oﬁ:vdnl-driron&lu ol legal drikunz sgr. Refond iequoits fov

OTHIR MAGAZINES AVAILABLE. wroups chbs, o i allirars v P of twimery). nd Alooluihe beverage
Mwu%ﬂuk“ﬂumuﬂﬁmﬂwb 8 wrocks for debroery, Limi
L wiad pet sddrew i

WARMING: {
Wi whert: prohibstal. bived of cticreme eueited, ichaling AL AR HL [N, ME, MS. MO, NC,
O OH, TX sod UT Reprachurtens, purchase,. ukulﬂngdd--hmumqmium
ruginter eecopn i) not bt bosored ar erturned. o refund et day
rasuk it facdeeal prosecabon for el e weder 18 USC Sechoms 1HLL M2

WWW. ESTANCIAWINERY . COM
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HOLIDAY 2005

DISPLAY A WINNING WINERY

FOUR GREAT REASONS TO FEATURE AND DISPLAY ESTANCIA:

—Estanda is the largest Central Coast grocery winery in volume and revenue.
—Estancia Chardonnay growth is outpacing overall category growth for ultra-premium Chardonnay.
—Estanda Dinot Noir is the #1 Central Coast Pinot Noir in growth, volume and revenue.
—Estancia Zinfandel is the fastest growing in its category.
Source: IRI Data 52 Weeks 09/05/04

clynen »
BEST CABERN ET SAUVIGNON
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ULTrA-PrREMIUM SAUVIGNON BLANC
m DEMAND SURGES

\\MONTEREY CALIFORNIA
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MoNTEREY, CALIFORNIA

INTRODUCING

MONTEREY Sguwa-Nou BLANC

Monteny is one of the regions in California

generating the most exaiement for Sauvignun Blane, \
Lacated just off the Pacific caast. fog sweeps in each |
nighr. then gives way (o cool breczes theoughourt the
ateernoon. This strong maritime intluence keeps the

grapes hanging on the vines longer than other

growing regions. J's the “hang-time” in the vineyard

thar allows the grapes ro develop the crisp acidicy.,

vibrant aromatics and fruit intensity found in

Esrancia Sauvignon Blanc,

Grapes were night-harvesred w benefir
Tom couoler cemperatures thae protect

frinr intensity,

Cold cemperarure, extended skin
maceration for maximum eqtracrion

ol aramarics.

100% temperature concrolled stainless

steel fermentation to prescrve crisp acidir)'.

“lop 20 Brand

b,‘-lhe-Glass

Wine - Spirits

April 2007

B o L e & GEM (ha Nmp1 e . = & omas TR T T
R [T R LN R TN £ - Y - WM ILALY BAY
AQUARIYY

www.tstanciawmcr\'.cm1|

B 2007, Extancis Winary, CA ESO0S81S.
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MoNTEREY: A STORY OF Two VINEYARDS

A MICROCLIMATE AND BoUuTIQUE WINEMAKING

PINNACLES RANCHES

* 900 seres sitaied on i Brose-free benchland above the Salinas Valley

oled ‘-‘v moriing and vvening fog, bt Far cn:)ugh frum Mounterey Bay to ger u ._Tnnd x.'f;'.lly dase ol sun.

® Pomacles wines are ey uleganr Wines, rc::.‘llit'nlg the Tesse of Cotes de Peanns

SANTA Lucia HIGHLANDS, STONEWALL VINEYARD

* 34 acres amder vine ona gcn[lc slope. alluvial sods veduce dhe need tor riganon

Ridges auid contowrs 1w the alls are oacued] windbreaks, so the case-Lwing Sranewall Vineyard

goees a strong dose ol mid-day hear

Ouly a limited amount of the wine from rhis estate is selecred and bowded s oor Sroncwall M

* Wines llom Stonewall Vineyard are mre concentrared and explusive, suggesting el power of Cores de Nuts

BouTiQuE WINEMAKING
= DNedicared Pinot Moy leymentanion momm.
 Basker presses for Panot Noic and Pinot ("arlgm.

* Sar-lie barrel feementation lor Chardonoay

- ]
o L ==
bt Estenreca, vy tithy ot P ¥ Rl

houtigur witer v appronk

wherr iy o5 1 resalt b A
] _‘&'S- Hre Souga
titeution o cvery deiail il facvotn 1
1 Sutawy Howvaow
Maroun .

beginming ar the vivevand s ;
T e v | ; - N Esvancin
Hi ovirol the provess froe = . g e W ]
the stpre—pron the teials '

W R LNICELIN R
vinevard bloiks, fa pf.mmrg,
barveing, fevimiang wd

ughg the whnes,

hi

Hands-w craftug of
the wins. atsiny prapes
From our o vineyrds
omd apsisting on thy

baghest snondent

for winemakg, yesnlte

i Fstanca s suprrio

wn queality

m‘)urd Pinor Noir,
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PINNACLES VINEYARD

PINNACLES VINEYARD

CHANGING the LANDSCAPE of MONTEREY

SINCE 1T WAS ACQUIRED N THE 19808,
ESTANCIA'S QORIGINAL MONTEREY VINE-
YARD HAS BEEN A SCENE OF UNCEASING
cevolution. [t was the first site to ¢stablish
an extensive experimental vineyard to study
c¢lones and rootstocks in Monterey, and the
first vineyard to boast a permanent irrigation
system, revolutionary at the time. Since
then, Estancia's first 45-acre experimental
plot has morphed into 1.200 acres of
different clones and varietals planted using

the most advanced techniques in viticulture.

In addition to elegant, classic Pinot Noir.
Pinnacles produces bright, tropical

Chardonnay, with delicious Pinot Grigio
now making a buoyant bid for attention.

Pinnacles was also the first vineyard in
Monterey to utilize windbreaks to combat
the famous Monterey Bay breeze. Each
afternoon, rising inland temperatures suck

cool air from the surface of the Monterey
Bay, resulting in a runaway wind hurtling
down the Salinas Valley that shuts down
photosynthesis and impedes ripening in the
vines. Lstancia's windbreaks keep the vine-
yard a few degrees warmer, ensuring full
ripening in even the coolest years.

Evolution is ongoing at Pinnacles. Nestled
in the warmer nooks of the foothills, Syrah,
Grenache and Mourvedre are growing uphill
from cool-climate Merlot. Experiments are
also underway with narrow vine spacing and
cane pruning as practieed in Burgundy. The
Pinnacles Vineyard is an unfolding show-
place of modern winegrowing metheds; you
could accurately say that its comfort zone is
the cutting edge.
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Estancia

OUR WINES | WINEMAKING

Y RESERVE WINES

;
1 ’ - -
RESERVE RESERVE

CHARDONHAY PINOT NOIR

® ESSENTIAL

rRUALY iR
COPYRIGMT @ 3300 EFTANCIA

PAUL W. REIDL

| —
<

RESERVE
MERITAGE

I SIMPLE FACTS | WVINEVARD TOUR | *E*SPACE | GUESTBOOK |

(Htarcin

¥ CONTEMPORARY

- R
W "
| g
| A 4
N e
PINIT GRIGID SHIRATZ RIESLING

Page | of |

:I ! I |
f 1]
“l L o i- 1 -
il — Tl —
PINGT NOIR MERLOT p sy g3 DINEANLEL
2007 CHARDONNAY Appeoarance: Light straw gold in color

Estancia Chardeonnay grapes are
grown in our Pinnacles Vineyard
on the sast side of tha Salinas
Valley at the base of tha Gabilan
Mountains, with additional fruit
from the Santa Lucia Highlands
to the wast, The cool climate and
sandy, well-drained soils keep
yinlds low and fruit intensity
high

The 2007 harvest bagan with an
unusually wet spring followed by
multiple cloudy days during the
first few wesks of summer,
These cooler weather conditions
allawed the vines to davelop
slowly before the summer heat
crept into the valley. The result
was a shortened growing season
which attributed to an msgant,

PRINT PDF OF BIY HOW
FACT SHEET

Aroma: Frash pear and cnsp apple are
accented by notes of honeydew with a
touch of Agral on the finish.

Flavor: Bright trapical notes and stone
fruit compliment the vibrant nuancas of
eftrus., Soft touches of toasty oak and
cream accentuats the lingerng, minerally
finish,

Appeilation: Monterey County

Dak Aging: 6 manths in french and
Amencan oak, 30% new

Total Acidity: 6.3 /1
pH: 3.51

Alcohal: 13.5%

Release date: June 2007

. JOIH OUR WIKE CLUB
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PAUL W. REIDL
Case 3:08-cv-05478-JSW  Document 35  Filed 02/06/2008 Page 1 of 2

DILLINGHAM & MURPLY, LLP

RODRIGO E. SALAS, (State Bar No. 194462)
res@dillinghammurphy.com

KUMANI L. ARMSTRONG, (State Bar No. 221109)
kla@dillinghammurphy.com

225 Bush Street, 6th Floor

San Francisco, California 94104-4207

Telephone:  (415) 397-2700

Facsimile: {415) 397-3300

BAKER AND RANNELLS, PA

STEPHEN L. BAKER, {Admitted Pro Hac Vice)
s.baker@br-tmlaw.com

RYAN A. McGONIGLE, (Admitted Pro Hac Vice)
r.amegonigle@br-tmlaw.com

575 Route 28

Raritan, New Jersey 08869

Telephone:  (908) 722-5640

Facsimile: (908)725-7088

Attorneys for Defendant FRANCISCAN VINEYARDS, INC.

UNITED STATES DISTRICT COURT
NORTHERN DISTRICT OF CALIFORNIA
SAN FRANCISCO DIVISION

WHITE ROCK DISTILLERIES, INC,, Case No.: 08-cv-5478 JSW

Plaintiff, DECLARATION OF RONALD C,
FONDILLER IN SUPPORT OF

Vs, DEFENDANT FRANCISCAN
VINEYARDS, INC,’S MOTION TO
FRANCISCAN VINEYARDS, INC,, DISN%ISS PURSUANT TO FED. R. CIV. P.
12(b)(1)

Defendant. (
Hearing Date: February 27, 2009
Hearing Time: 9:00 AM
Department: 2, 17 Floor

[Also filed concurrently herein: Defendant
Franciscan Vineyards, Inc.’s Motion to
Dismiss Pursuant to Fed. R. Civ. P,

12(0)(1)]

I, Romnald C. Fondiller, do hereby state and declare as follows:

1. I am Vice President and Assistant Secretary of Constellation Brands, Inc. (“CBI”) and

‘Case No: 08-cv-5478 JSW Page 1
DECLARATION OF RONALD C. FONDILLER IN SUPPORT OF DEFENDANT FRANCISCAN VINEY ARDS. INC.'S
MOTION TO DISMISS
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amn Senfor Vice Progldent, General Counsel and Secratary of its wholly-owned subsidiary, Defendant,
Franciscan Vineyards, Inc. (“FVI") and bave acted in such capacities ainoe long prior to the institution
of this litigation, Constellation Brands, Ine. is a publicly-traded company. I am eubmitting this
declaration {n support of FVT's Motion to Dismiss pursuant to Fed. R. Civ. P. 12(b)(1). Except ag
otharwise noted herein, 1 have personal knowledge of the facts stated hercin, and if called to testify
before the Count, [ could and would competently testify thereto.

2, In my capacity ss an officer with CRI, = largs, if not the largest producer of alcoholic
baverages in the world, I am familiar with both Plaintiff, White Reck Distilleries, Inc. (“WRD™) and
their Pinnacle brand of vodka.

3. Whin WRD's trademark application for Piunacle in International Class 033 for vodka
wasg published for opposition In the Official Gazette of the United States Patent and Trademark Office
(“USPTO™), I was contacted by Siephen L. Baker of the Baker and Rannells firm, our lengstanding
tradsmark counsel. [t response to our sonversations, I gave Mr, Baker authority to proceed only with
an opposition to WRDY's Pinnasle trademark application pending in the USPTO.

4. Under the clrcumstances, it wag never the intention of FVT to challenge WRD’s curyent
use of its Pinnacle trademark, L.e., on vodka and flavored vodias. 'We have never made and never will
make any demands. on WRD to cease and dosist from I current use of the Pirmacle trademark. Oy
sole concern is the registration of WRD’s Pinnacle application in International Clasy 033 in the
USPTO, as such a regisization necessarily would weaken FVI's PINNACLES Registration,

I declare under penalty of perjury under the laws of the United States of Arnerica that the
foregoing is true aud correct. Bxecuted at Monterey, Californie, this 5™ day of Pebruary, 2009,

WV

Rofiald C. Fondiller

Case No.: 08-cv-8478 J§W Page 2

DECLARATION OF RONALD C. FONDILLER IN SUPPORT OF DEFENDANT FRANCISCAN VINEYARDS, INC S
MOTION TO DISMISY




